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ABSTRACT 
There is an increasing demand of Ready-to-drink (RTD) 
version of iced tea in the United States. In Taiwan, a lot 
of RTD tea manufacturers appeared since 1980 fs. In the 
meantime, some soft drinks participants in Hong Kong had 
started to bring new version of RTD tea into the market. 
With regards to such drinking fashion in other parts of the 
world., we want to study if there is an opportunity for RTD 
t e� in Hong Kong at this moment. If it exists, what 
criteria should be focused in order to make it a successful 
business? On the contrary, if there is no opportunity, 
what are the reasons behind it? And what modifications 
should be made in order to make it a success in the future? 
From the results of this study, we find that launching RTD 
tea at this moment is not encouraging* Basically, it is 
because Hong Kong people are still used to drink freshly 
made hot tea which can be bought almost everywhere in Hong 
Kong. I” respect to tea, they consider hotness, freshness 
and ability to thirst quenching are very important while 
th �y have a perception that RTD tea is poor in these 
criteria. Moreover, Hong Kong people seems to prefer 
traditional tea rather than flower flavored or fruit 
flavored tea which are very popular in the RTD tea market 
in Taiwan and United States. Further studies before launch 
of RTD tea are recommended so as to find out what kinds of 
modifications are needed. 
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Tea has been a popular beverage for hundreds of 
thousands years around different parts of the world. 
According to some historical records and books, tea was not 
only performing the job as a thirst-quenchers, but also 
acting as a form of art and a way of socialization. As 
time changes, the functions of tea, the taste and the 
drinking habit of people change. However, the current 
consumption and production of tea nowadays is still 
tremendously high. 
Recently, research has been done on the anti-cancer 
effect of green tea in the United States. The preliminary 
studies show that there are five elements present in green 
tea could prevent the occurrence of cancer1. Furthermore, 
there are claims that tea-drinkers enjoy health benefits 
ranging from lower blood pressure to prevention of tooth 
decay2. Since people are more health conscious today, it 
1 Lui XL. "Preliminary Study on Mutagenicity of MelQ 
and Extracts of Fried Fish and Antimutagencity of Some 
Dietary Factors.11 Chung Kuo I Hsueh Yuan Hsueh Pao, April 
1989 11 (2) pp. 97-101. 
2 Kashket S, Paolino VJ. "Inhibition of Salivary 
Amylase by Water-Soluble Extracts of Tea." Forsvth Dental 
Center, Boston, Arch Oral Biol 1988 33 (11) pp. 845-6 and 
2 
is natural that more people will turn to green tea and 
herbal tea3. Thus, the demand for green tea may increase 
in the future. 
With the continuous improvement in technology, 
numerous new products are entering the markets. Tea is no 
longer necessary to be obtained in the restaurants or 
prepared at home, ready-to-drink (RTD) tea are now very 
popular in the Western world, it is a new version of soft 
drink. Actually, iced tea was first developed during the 
1904 World's Fair in St. Louis, USA, when a concessionaire 
poured hot tea over crushed ice to increase sales during a 
heat wave. 
Two trends in particular spurred industry growth 
during the 19801s -- an aging US population1s emphasis on 
fitness and consumers1 continuing quest for the perfect 
alternatives. As more consumers are now looking to their 
beverage to be healthful, in addition to pleasant-tasting, 
the number of nutritional, or functional, beverages is 
increasing. US consumers are becoming more adventurous in 
their tastes. In response, the beverage market has 
segmented into many different directions. This is part of 
the reason why soft drink companies are getting involved in 
the iced tea market4. ‘ 
Bittman Mark. "Teatime Tidbits." Restaurants Business, 
Vol: 90, Iss: 13, Date: Sept 1, 1991, pp. 210, 212. 
3 Rowland, Mary. "Change Is Brewing in Tea." Working 
Woman, Vol: 14, Iss: 4, Date: April 1989, pp. 85-86. 
4 Sfiligoj, Eric. "Fully Functional." Beverage World, 
Vol： 111： 1513, Date： April 1992, pp. 46-52. 
3 
In the United States, demand for RTD versions of iced 
tea is continuously increasing. It increased 6.2 percent 
from 1962 to 1991. The increase in the past five years was 
relatively flat, but it then shot up in 1991. In a survey 
released by Nielsen Marketing Research revealed that US 
shoppers spent 6 percent more on tea at the supermarket 
during 1991 than the previous year5. Statistics shows that 
Americans drink more than 37 billion glasses of iced tea a 
year. An average American drinks 7 gallons of iced tea a 
year, compared with 45 gallons of soft drinks a year. 
Consumption is evenly split between men and women and the 
highest per-capita consumption of iced tea is in the 
Northeast and South. As a result, an onslaught of brands, 
packages and alliances have recently appeared - designed to 
make iced tea become more and more accessible than ever. 
Beside some soft drink producers begin to invent their own 
tea versions, there are myriad joint ventures formed to 
compete in the booming RTD tea market in the United States 
(Appendix 1) . Most of them offered a wide range of 
flavored tea. Lemon Tea, Orange Tea, Cranberry Tea, 
Raspberry Tea, Apple Tea, Strawberry Tea, Honey-sweetened 
Iced Tea, Chicory Root Tea, Orange Peel Tea, Rose Hips Tea 
and tea with milk are just a few of the RTD tea products 
can be found in the market. Apart from these regular 
version, diet version is also available for some brands. 
It is interesting to note that RTD tea is also very 
5 Szymanski, Dave. "Thinking Big -- Coke-Nestle plans 
to take on the world.11 Business & Finance, The Tampa 
Tribune, February 17, 1992. 
4 
popular in Taiwan. Owning to the cultural and taste 
difference, the product lines of RTD tea in Taiwan are 
quite different from that of United States. Most of the 
RTD tea available in Taiwan is derived from the traditional 
Chinese tea such as Oolong, Jasmine, Rose, Green tea and 
Osmanthus tea. The types of tea that appear in both Taiwan 
and United States are lemon tea and tea with milk. 
In Hong Kong, the soft drink market can be divided 
into two categories. One is the sparkling drinks/carbonate 
drinks which occupies a substantial portion of the total 
soft drink market. The typical examples for this category 
are cola, lemonade, cream soda, beer, tonic water and etc. 
Another category is the non-sparkling drinks which includes 
soybean milk, fruit juice, lemon tea, herbal tea, spring 
water, distilled water, milk and etc. The estimated growth 
rate of the total soft drink market in 1992 was around 5 to 
10 percent, but the statistics shown that the growth rate 
of the non-sparkling drinks was overtaking that of the 
sparkling drinks. It may due to the fact that people are 
now more and more health conscious, and begin to realize 
that frequent usage of sparkling drinks will lead to 
overweight. 
Hong Kong is a world renowned financial and commercial 
center. It is reasonable that time cost is extremely high. 
Nowadays, people are not willing to spend their time in 
preparing and cooking of their meals. This can be 
supported by the ever increasing numbers of fast food shops 
and ready-to-eat or prepared packaged food in the 
5 
supermarkets. In view of the situation, people may switch 
to the RTD tea instead of preparing fresh tea by 
themselves. 
With the above facts, it is no doubt that RTD tea will 
have a prosper future. However, up to now, the RTD tea is 
not popular in Hong Kong. There are only a limited types 
of RTD tea present, which are lemon tea, tea with milk, 
Chrysanthemum tea and herbal tea. Therefore, we would like 
to take ready-to-drink tea as our subject to be 
investigated. From this research, we will explore the 
potential as well as the difficulties of launching more RTD 





The main objective of this research was to identify 
the opportunities and threats in the RTD tea market in Hong 
Kong. Actually, this research was a kind of feasibility 
study. In this research, we would, first of all, have a 
look on the tea drinking habit of Hong Kong people and then 
explore their criteria for selecting tea and attitudes 
towards RTD tea. Through studying the attitudes of people 
towards RTD tea, we believed that the possibility of 
launching other RTD tea products could be figured out. 
In our studies, we would highlight the difficulties in 
launching RTD tea products in Hong Kong such as 
distribution channel, product positioning and the 
acceptance level of this new tea concept. Furthermore, 
some of the RTD tea products which were most, likely 
accepted by the Hong Kong people would be determined. 
After reviewing the situation in Hong Kong, we would 
give some recommendation concerning the product 
positioning, distribution, pricing,— packaging and promotion 
theme. 
We would also find out the characteristics of the 
people who show favorable attitudes towards RTD tea, for 
7 
example, age group, educational level, income level and 
theiE global exposure. By doing so, we could identify the 
target customers of RTD tea and thus allowed us to direct 
our promotion efforts towards them. 
8 
) 
CHAPTER I I I 
LITERATURE REVIEW 
In order for a firm to stay in business, growth in 
certain form are needed. Growth Strategies in a firm can 
be classified into the following four strategies namely the 
market penetration strategy, product development strategy, 
market development strategy, and diversification strategy6 
(Exhibit 3.1). 
Exhibit 3,1 Growth strategies in a firm 
Current Products New Products 
Current Markets Market Penetration Product Development 
Strategy Strategy 
New Markets Market Development Diversification 
Strategy Strategy 
Source: Ansoff1s Product/Market Expansion Grid : 
In this study, we are focusing on the product 
development strategy for the existing soft drinks 
manufacturers in Hong Kong. Although the soft drinks 
manufacturers in Hong Kong have constantly involved in new 
products development, the types of soft drinks in Hong Kong 
are far less than other countries. Recently, new joint 
ventures of two huge giants soft drinks manufacturers in 
6 Ansoff, Igor. "Strategies for Diversification." 
Harvard Business Review, Sept.-Oct. 1957, p. 114. 
9 
the world (the Coca - Cola and Nestle JV, and Pepsi and 
Lipto'n JV) have been formed. They are formed to develop 
various RTD tea product lines. Hopefully, the two JV will 
affects the soft drinks trend in the world. Hence, local 
soft drinks manufacturers should focus more on product 
development in order to cope with the changing world. 
In such a dynamic and ever changing world, hundreds of 
thousands new products are under development or launched 
every year. However, not all the new products can meet the 
consumers• needs and survive in this highly competitive 
world. Studies have shown that the average new product 
failure rate for the consumer and industrial products are 
55% and 31% respectively in the time period of 1980—19867 
(Exhibit 3.2). It is believed that the actual failure rate 
of the new product innovation is far more than these 
figures because some new products fail before they are gone 
into the market. 
7 The results are generated from seven studies and 
these studies are recorded in the following publications: 
David S. Hopkins. New Products Winners and Losers 
(New York: The Conference Board, 1980) . pp. 4-9; New 
Products Management for the 1980s. (Chicago: Booz, Allen 
& Hamilton, 1982)； Prescription for New Product Success. 
(New York: Association of National Advertisers, 1984)； The 
Gallagher Report. February 17, 1981, p. 1; "Which Type of 
Product Is More Successful, New or Me-Too?." Nielsen 
Researcher 2, 1980, pp. 16-17; "New Products: Still 
Rising...Finding a Winner…Hassles•" The Wall Street 
Journal, November 3, 1983, p. 27; Robert G. Cooper. "New 
Product Success in Industrial Firms." Industrial Marketing 
Management II, 1982, pp. 215-23. 
10 
Exhibit 3.2 Failure rate of consumer and industrial 
products 
* — • New Product Failure Rates as Reported in Seven Studies Conducted from 1980-1986 
% of Products Marketed that Failed 
All Products Consumer Industrial 
The Conference Board 40% 42% 38% 
Booz, Allen & Hamilton 35 • . 
Association of National Advertisers - 39 • 
Gallagher - 36 -
Nielsen (food, drug) - 61 _ 
Dancer Fitzgerald Sample (food) - 98 . 
Cooper - 24 
Average 38 55 31 
Average excluding foods 38% 39% 31% 
Sources: Crawford, C. Merle, New Products Management, 
Irwin, 1991, p. 1 • 
One of the objectives of this feasibility study is to 
identify difficulties of launching a new product in Hong 
Kong, where new product launch can be classified as a part 
of innovation. Innovation is the process of doing new 
things. Ideas have little value until they converted into 
new products, services, or process. Innovation, therefore, 
is the transformation of creative ideas into useful 1 
applications, but creativity is a prerequisite to 
innovation8. Innovation implies action, not just 
conceiving plainly writing up new ideas. Innovation is the 
development process, which is the transformation of an idea 
8 Thomas J. Peter and Robert H. Waterman, Jr. In 
Search of Excellence: Lessons from America's Best-Run 
Companies. (New York: Haper & Row, 19&2), pp. 206. 
11 
or resources into useful application to the consumers9. 
T h u s , � i n this study, there are a few concepts that are 
needed to be discussed, they are New Product, New Product 
Development Process, Concept Testing, New Product Launch, 
and Comparative Market Analysis respectively. 
A. Definition of New Product 
New products are commonly divided into five 
categories10: 
1. New-to-the-world products: Under this category, the 
product is totally new in the market, there is no 
similar product available. For example, the 
introduction of Polaroid camera. 
2. New category entries: The product itself is not a new 
product to the world, but it is new to the firm which 
extend its production into a new category. It may be 
a method of diversifying the risk of a company. For 
example, the introduction of Procter & Gamble 
acquiring Max Factor lines of cosmetics. 
3. Additions to product lines: Products that are line 
extensions on the firm's current markets. For 
example, the introduction of the ladies1 business 
suits (Nine—to—five) of Crocodile in the late 1980s. 
4. Product improvements: Products that are already 
9 Holt, David. Entrepreneurship ； New Venture 
Creation. Prentice-Hall, Inc., 1992. 
10 Crawford, C. Merle. New Products Management. 
Irwin, 1991, pp. 11-12. 
12 
existed in the market are redesigned or reformulated 
�in this case. it is done to improve the quality of 
the product so as to increase its competitiveness in 
the market. For example, the Pampers offered by 
Procter & Gamble. 
5. Repositioning: Products that are re-targeted for a new 
use or application without modification of the 
products themselves. The typical example is the Post-
it manufactured by 3M. 
In addition to what Crawford said, Kotler (1991) added 
one more category into the list, Cost Reductions, which is 
new products that provide similar performance at lower 
cost11. Recycle paper is an example for it. 
In our research, RTD tea is not a new-to-the-world 
product because this type of product is already very 
popular in United States. It is only new to the Hong Kong 
market for the extent that many flavors are available in 
the West but not in Hong Kong. If these flavors are 
produced in Hong Kong, it can fall either into the category 
of new category entries or additions to product lines 
depending on who will market these products. If the 
manufacturer of Mr. Juicy produced RTD tea, it would be an 
additions to product lines. But, if Procter & Gamble 
decided to produced RTD tea, it would be a new category 
entries. However, since we are focusing on the existing 
soft drinks participants in Hong Kong, what we are talking 
11 Kotler, Philip. Marketing Management: Analysis, 
Planning, Implementation, and Control. Prentice-Hall, Inc. 
1991. 
13 
about is an additions to product lines instead of new 
category entries. 
~Stages of New Product Development Process 
On the whole speaking, new product development process 
can be divided into 5 stages. However, different people 
did give a different name for it. Johne & Snelson (1990) 
name it as -- span planning, idea generation and concept 
exploration, screening, physical development and launch12. 
The five essential development tasks can be classified into 
two main activities: initiation activities and 
implementation activities. Initiation activities include 
all those tasks aimed at initiating product change, such as 
product planning, idea generation, concept development and 
exploration. Implementation activities include all tasks 
aimed at getting an actual development completed, which 
technical and marketing development and launch. Crawford 
(1991) named them as -- opportunity identification, 
ideation, screening, development and commercialization13. 
Actually, both sayings are very similar, they are all based 
on the same concept. Thus. there is no significant reason 
to describe the process separately. Here we would like to 
discuss the new product development process in the way 
Crawford said. 
12 Johne Axel and Patricia Snelson. Successful Product 
Development: Lessons from American & British Firms• Basil 
Blackwell Ltd. 1st published, 1990. 
13 Crawford, M.C. New Products Management. Irwin, 
1991, pp.27-35. 
14 
‘ 1. Opportunity identification 
This stage is something like situation analysis. The 
external environment as well as the internal environment is 
being examined to identify whether there is any untapped 
opportunities exist. These opportunities may caused by a 
change in political, legal, economic, technological and 
social values. At this stage, it is necessary to consider 
that "if the opportunity really existed, would the firm 
have enough resources and abilities to explore this 
opportunity?" instead of just screening the external 
environment and identify the possible opportunities in the 
market. 
2. Ideation 
Ideation means idea generation. Typically, new 
product ideas are born by three ways: direct creation, 
synthesis and catalysis14• Direct creation is the most 
difficult one among the three process. Only one person is 
responsible for the idea generation, no others will be 
involved. Unlike direct creation of idea, synthesizing 
makes possible combining two or more discrete ideas to 
yield yet more. Through this process, the benefit 
generated from synergy can be realized. It is a very 
14 Delmar W. Karger, B.S.E.E. , M.S. Gen. E. The New 
Product - How to Find, Test, Develop Cost, Price, Protect, 
Advertise and Sell New Products. The Industrial Press, 
1960, pp. 23-26. 
15 
productive chain reaction thinking process when applied to 
finding new product ideas. When catalyzing an idea, one 
extra people-the catalyst will be involved in the process 
of idea generation. For instance, the catalyst is not 
served for creative purpose, his primary job is to inspire 
the other participants to exercise their mentality to a 
high degree. 
3. Screening 
Before spending millions dollars in the actual 
development of the new products, an evaluation of the idea 
will be done. Usually, a concept testing is used. It is 
a quantitative research used to measure consumers1 reaction 
to a proposed product on multiple dimensions, e.g., 
likelihood of purchase, perceived importance of product, 
and perceived quality of product. In some occasions, the 
research can also provide some insights for the future 
sales volume and market positioning15. If the concept 
testing gave a negative result towards the new product 
idea, the idea would be either discarded or modified. 
4. Development 
At this stage, the idea will be turned into a real 
product. It is the major body of effort. If the technical 
development fails to turn the idea into reality, all the 
15 Dolan R. (1989). "Concept Testing." HBS Publishing 
Division. 
16 
previous effort will be wasted. 
I 
5. Commercialization 
In order to make the decision of "Go" or "No Go", a 
product use test and/or test market are used to evaluate 
the new product. Product use test is to place a new 
product in cooperation consumers' homes to assess their 
reaction to the physical product itself without support by 
any marketing plan. For the test market, it involves a 
full test drive of the product and its supporting marketing 
plan in limited geographic areas16. Since the cost of test 
market may be very high, some companies will launch the new 
product without conduction any test market. 
C. Concept Testing 
In view of the whole new product development process, 
it is shown that the screening process, which refers to the 
concept testing, is very important. It is the first 
decision making point in the process. Without the concept 
testing, a company will lose millions dollars in developing 
a product which does not meet the consumers needs and 
eventually fail in the market. Usually, one out of two 
ideas cannot goes through concept testing17. Realizing the 
16 Dolan R. (1988). "Note on pretest market models." 
HBS Publishing Division. 
17 Kotler, Philip, Marketing Management: Analysis, 
Planning, Implementation> and Control. Prentice-Hall, Inc. 
1991, 7th Edition. 
17 
importance of concept testing, in our research, we will 
focus on this aspect. 
Concept testing is a quantitative market research 
technique used to evaluate a concept's potential and 
’o discover ways of improving it. A concept test 
involves exposing a product idea to consumers and 
getting their reaction to it, using a predetermined 
series of questions designed to measure various 
emotions, reactions, and opinions18. 
Crawford said that concept testing is the process in 
which a concept statement is presented to potential buyer 
or user for their reactions. These reactions permit the 
developer to estimate the sales value of the concept and to 
make changes in it so as to enhance it sales values. It is 
a part of the pre-screening process, preparing a management 
team to do full screening of the idea just before beginning 
serious research and development. Where in the Macmillan 
Dictionary of Marketing and Advertising, it says that 
"concept testing is a market research techniques designed 
to measure the acceptability, among target user, of new 
marketing elements, new products, new advertising 
campaigns, new consumer promotions, before incurring 
expenditures by actually producing these items". In this 
feasibility study, we tried to use concept testing as a 
tool to help to define the likeliness of Hong Kong people 
in consuming Ready-Tq-Drink tea, and what are the 
characteristics of the people who are most likely to buy a 
RTD tea, thus helping the development of marketing 
strategies. 
Concept testing usually can provide various important 
18 Schwartz, D. Concept Testincr• AMACOM, 1987, p. 4. 
18 
issues for further product development. Firstly, it can 
tell }you if a new concept has sufficient sales potential. 
This information can help to make the decision for 
proceeding the development process or not. In addition, 
you can pinpoint the segments of the population that are 
most responsive to your idea and treat them as your target 
customers. Secondly, it provides you some idea about the 
degree of the message received by the consumers from the 
concept. Through this, it can give you some hints about 
how well is the new idea incorporated into the product 
concept. If the product concept did not match with the 
idea, some modification would be needed. Finally, it can 
help you to pinpoint the strengths and weakness of the new 
concepts. This can convey useful information for future 
marketing plan and product development19. 
Jenkins (1970) said that concept testing is a testing 
technique designed to develop consumer reactions to 
particular new product idea by showing them a short 
statement describing the new product idea in detail20. 
Nevertheless, Crawford said that when one only wants 
reaction to part of the concept (say, size, cost, or 
function), then simple formats are acceptable. In this 
study, we only want to test the level of acceptance of the 
product by target consumers, so detail descriptions of the 
19 Schwartz, D. Concept Testing. AMACOM, 1987, pp. 
20-22. 、 
20 Jenkins, F. A. "The Culmination of Product 
Development and Market Research in Consumer 
Communications." Food Techol. 24, No. 4, 60-67. 
19 
RTD were not mentioned in the questionnaire. 
1 
D. New Product Launch 
Launch can be either in full-sale form of market 
testing or in the final stage of product development tasks 
as mentioned by Crawford21. Johne and Snelson further 
elaborated the idea to classify launch as one of the 
activities in the implementation activities22. 
Roderick White said that the new product development 
is to apply product in new ways23. There are thousands of 
reasons to have new product launch. For small companies, 
it is a way to fight a big company. When trends and new 
developments are identified, the small firm usually can 
make use of its flexibility to develops the product itself 
at the earliest time and takes advantage of the growing 
segment24. As Mr. Pomroy said, being first with something 
is quite important, get one base, get oneself established, 
positioned and have a distribution network. It is obvious 
that a company which wants a double-digit growth got to 
have a new segments, new concepts, new alliances or new 
21 Crawford, C. Merle, New Products Management. The 
Irwin Series in Marketing, 3rd Edition. 
22 Johne Axel and Patricia Snelson. Successful Product 
Development: Lessons from American and British Firms. 
Basil Balckwell Ltd. 1990. 
2 White, Roderick. Consumer Product Development. 
Longman 1973. 
2•‘ Prince, Greg. "A Breath of Everfresh Air.11 




E. Comparative Market Analysis 
The idea of Comparative Analysis is used when 
generating new ideas. Roderick White said that getting new 
product ideas is to look at other markets, and could be 
done either on geographical basis, using ideas from one 
area to guide development in another. In this project, the 
idea of launching Ready-To-Drink tea is from � h e Ready-To-
Drink tea development in both Taiwan and the United States 
of America. 
25 Prince, Greg. "A Breath of Everfresh Air." 





A. Research Design 
This research was partially descriptive and partially 
exploratory. The descriptive part was used to estimate the 
proportion of people in Hong Kong who have favorable 
attitudes towards RTD tea. Besides, the characteristics of 
the people who have positive attitudes towards RTD tea 
would be identified. For the exploratory part, we would 
try to find out the various RTD tea products that can suit 
the taste of Hong Kong people. Last but not the least, we 
would explore the difficulties in launching other new tea 
products in Hong Kong. 
For the descriptive studies, we used the cross-
sectional analysis. We distributed questionnaires to 
people from all walks of life. We tried to obtain a sample 
which is as diverse as possible because this could help us 
to yield a representative result. Through conducting the 
questionnaires, we could have some ideas about the tea 
drinking habit in Hong Kong, the general attitudes towards 
RTD tea as well as other useful information in describing 
the current tea and RTD tea market. 
For the exploratory studies, we would concentrate in 
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experience survey. it was also known as key informant 
survey. Since RTD tea was a relatively new concept and 
most product lines were not available in Hong Kong, the 
general public might not have much idea about the market. 
Therefore, we would conduct experience survey with the 
managers or marketing managers in the various companies 
that offer RTD tea in Hong Kong so as to tap the knowledge 
and experience from them. The experience survey would be 
conducted in the form of unstructured and informal 
interviews. 
The null hypothesis and the alternative hypothesis in 
this research were as follows: 
Null Hypothesis: People are having favorable 
attitudes towards RTD tea. 
Alternative Hypothesis: People show unfavorable 
attitudes towards RTD tea. 
If the null hypothesis is being rejected by our 
findings, that means, RTD tea could not match with the 
people's requirements. People are unwilling to accept RTD 
tea as a substitute for freshly made tea. Hence, some of 
the RTD tea1s attributes should be redefined or no more 
other RTD tea products should be launched in the Hong Kong 
market. ‘ 
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B. Data Col lP.ni-inn 
f 
1. Secondary Data Collection 
Like most of the researches, our research was started 
with searching for relevant and useful secondary data. It 
was because searching for secondary data were relatively 
cost effective, time saving and easy to carry. Basically, 
the study of secondary data could help us to have a clearer 
picture about the background information of our study. The 
secondary data collected might also gave us insights about 
the specific information we have to collect for our 
research. 
Since we were not doing a research for a specific 
company, we would not have any internal secondary data 
source. Thus, we had to rely on the external secondary 
data. The major type of external secondary data was to 
find out past research reports done for the same or similar 
topic of our research. 
Annual reports of the various companies which offer 
RTD tea products in Hong Kong would also be studied. We 
believed that the information from them could give us some 
general information about the current RTD tea market and 
the overall soft drink market. Some insights for the 
future RTD tea market might be gained. 
Desk top search was also important to our project. By 
searching the ABI information in the CD-ROM system, we 
might able to find out some journals or articles relevant 
to our subject. Besides, newspaper cutting and 
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professional journals in soft drink industry such as 
Beverage World had been reviewed so that we could have some 
update information about the soft drink market. 
2. Primary Data Collection 
Since RTD tea was a relatively new concept in Hong 
Kong, the secondary data concerning this topic was very 
limited. Therefore, primary data collection became a 
crucial part in our studies. It was the only way that 
could best fit our problem. 
As mentioned before, experience survey were conducted 
to tap more information and experience from those who were 
familiar with the RTD tea market, that is, the current 
sellers of RTD tea in the Hong Kong market. The interviews 
were unstructured so that the respondents were given a 
great deal of freedom in choosing the factors to be 
discussed. Both telephone interviewed and personal 
interviewed were made. During the interviews, the company 
background as well as problems faced by the company were 
asked. Some typical questions asked were "What are the 
difficulties you meet when you launched RTD tea in Hong 
Kong?", "What types of RTD tea you are planned to launch in 
future?", "How do you see the future of RTD tea market in 
Hong Kong?" and etc. It was believed that such kind of 
interviews could give us more insights about the RTD tea 
market. 
We also collected primary data to measure the 
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attitudes of people in Hong Kong towards RTD tea. That is, 
the people's preferences, inclinations, views or feelings 
towards RTD tea. We believed that attitudes are related to 
behavior. Hence when one showed interest in RTD tea, he 
would be more inclined to purchase it than those who did 
not like it. Therefore, questionnaires were used to 
collect primary data from the general public. The main 
purpose of the questionnaires was to find out the attitude 
of people towards RTD tea. The questionnaires were 
structured and undisguised. That is, the questions were 
presented with exactly the same wording, in exactly the 
same order, to all respondents. In addition, fixed-
alternative questions were used in the questionnaire so 
that the respondents would have little difficulties in 
completing the questionnaire. Thus, the reliability of the 
reply and the response rate of the questionnaire would be 
higher. 
The method we used to administrate the questionnaire 
was personal interview. We chose personal interview 
because, firstly, RTD tea was a new concept to most of the 
Hong Kong people. They might need our interviewer to 
clarify some issues while they were filling the 
questionnaires. Secondly, the response rate would be 
higher. During the interview, the interviewer would hand 
over the questionnaire to the respondent. The respondent 
had to read and answer the questions by himself, but he 
could ask any questions concerning about the questionnaire. 
This arrangement was used to minimize the interviewer bias. 
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The major form of response being used in this 
questionnaire was multichotomous questions and scales. For 
the multichotoirious questions, respondents were asked to 
choose the alternatives that most closely corresponded to 
their position on the subject. For the scaling questions, 
we used the itemized rating scale. The itemized scale 
limited the possible response categories. It produced more 
reliable ratings because clear definition of categories 
were given. The scale used was a four-point scale 
excluding a scale of 'no opinion1 or 'don't know». It was 
because most of the people had a tendency to act as an 
average men. If there was a choice of 'no opinion' or 
•don't know' available, they were likely to tick that 
choice. Thus, we could only get little information from 
them. The four-point scale were used to force the 
respondents to choose between positive and negative 
answers. 
C. Sampling 
1. Sampling Method 
The population of our research was all the people who 
drink tea in Hong Kong. The sampling frame was those 
people who were 11 to 35 years old. We set this age range 
because it was identified as the target customers of the 
soft drink market. Nonprobability Sampling was being used. 
In our research, we used judgment samples. The sample 
elements were hand-picked because it was expected that they 
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c o u l d s e r v e t h e research purpose, i.e. they were the target 
customers of the soft drink market and thus their attitudes 
towards RTD tea would be relevant to our studies. 
2. Sample Size 
We assumed the followings in our calculation of sample 
size: 
Confidence level : 95% (Z = 1.96) 
Level of precision : 5% (H = 5%) 
Proportion of people sampled 
who have favorable attitudes 
towards RTD tea : 50% (p = 50%) 
We estimated that the proportion of people sampled who 
had favorable attitudes towards RTD tea was 50%, which was 
the most conservative estimate. The sample size calculated 
would then reflect the worst case. We believed that people 
are heterogeneous rather than homogeneous. Therefore, in 
order to get a more representative result, a larger sample 
size is desired. Since largest sample size can be obtained 
by estimating p equals to 50%, this proportion was being 
chosen. 
The equations used for calculating the sample size are 




By using the three assumptions and the two equations 
stated above, the sample size required is: 
5 = 1.96S 
p 
Sp = 5/1.96 
=2.55 
S
P = [Pd-P)/n]1/2 
=[50(1-50) /n]1/2 
2.55 = [2500/n]1/2 
6.5077 = 2500/n 
n = 2500/6.5077 
= 3 8 4 
Since we chose personal interview as our means to 
administrate our questionnaire, it was no doubt that the 
response rate would be very high. We estimated that our 
response rate would be around 85%. Therefore, the number 
of questionnaires to be administered was : 
=n/85% 
=384/85% 
= 4 5 2 
D. Construction of Questionnaire 
The questionnaire consisted of 4 pages (Appendix 2). 
In the beginning of the questionnaire, the purpose of 
conduction the questionnaire and a definition of tea was 
given so as to increase the reliability of the information 
gathered. There were altogether four sections in the 
questionnaire. Section One used the multichotomous scales 
to ask for some information concerning the drinking habits 
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of tea. 
•In Section Two, itemized rating scales were used for 
seeking the respondents1 opinions about the importance of 
several factors in choosing tea as a drink. 
Section Three was composed of multichotomous scale 
questions and Likert Summated Rating Scales. For the 
Likert Summated Rating Scales, respondents were asked to 
indicate their perception of some specific attributes of 
RTD tea. The statements being asked were corresponded to 
the factors which could affect the choice of tea as a drink 
stated in Section Two. As a result, we could see whether 
RTD tea could provide the attributes that were importance 
to the respondents in choosing tea rather than other 
drinks. For the multichotomous scales questions, 
information concerning the drinking habit of RTD tea and 
new RTD tea products was asked. 
The last sections were multichotomous scale questions. 
In this section, personal information was asked. From 
which, we would like to find out if the respondents show 
favorable attitudes towards RTD tea have any common 
characteristics. 
Prior to the personal interview, pretest of the 
’questionnaire was carried out in order to test how the 
questionnaire performed under actual conditions of data 
collection so we could avoid unintended implications from 
questions. 
It was necessary to note that the questionnaire is 
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designed in Chinese because we wanted to minimize the non-
response from the people who had low literacy in English. 
E. Field Work 
In order to have a full understanding about the 
current situations of RTD tea market in Hong Kong, we had 
visited many chain supermarkets, convenience stores, 
department stores as well as the small stores in the corner 
of the streets. From these visits, we acquired the 
information such as what is the most popular RTD tea 
product, how many types of RTD tea are available, what is 
the usual package of RTD tea and what is the price range of 
RTD tea. 
Since RTD tea was a new concept in Hong Kong, as 
mentioned before, we would conduct experience survey with 
the current RTD tea manufacturers to gain more first hand 
information about the market. Thus, we had sent out many 
letters to request for interviews, brochures, leaflets and 
posters concerning RTD tea. 
F. Data Analysis 
1. Editing 
Since the questionnaires used in this research were 
self-administered and were done in the form of personal 
interview, clarification of the questions were provided for 
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the respondents. The need for editing the responses were, 
therefore, minimized. However, it was normal that some 
respondent might fail to answer or unwilling to answer some 
questions especially those asked for the salary or the age 
of the respondent. For instance, if there were any 
questions being left blank, we would omit that question 
instead of discarding the whole questionnaire unless there 
were too many unresponded questions in a particular 
questionnaire. 
2. Coding 
Through coding, the raw data were transformed into 
numerals which could facilitate tabulation and counting 
when analysis took place. Since precoding had been done in 
the questionnaire, coding only needed to copy the precode 
from the choice of the respondent to the appropriate space. 
In order to make the coding easier, some standard codes are 
used throughout the questionnaire. For example, the 
numeral 101 was used to represent 1 others1 , 111 and '21 
were used to represent 'yes* and 1 no1 respectively. 
Prior to assign numerals to the questions, it was 
necessary to assign a three-digits number to the 
questionnaire for identification. For Section One, Section 
Three-Question 20 to 22 and 30 to 32, and Section Four, 
numerals corresponding to the choice the respondents 
selected would be assigned. For Section Two, numerals 1 to 
4 would be assigned to each statement according to the 
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degree of importance chosen by the respondents. The more 
important the statement was, the larger the numeral would 
be assigned. For Questions 23 to 29, numerals 1 to 4 would 
be assigned to each statement according to the perception 
of the respondents, which was ranged from poor to 
excellent. 
3• Method of Analysis 
a. Simple Tabulation 
Simple tabulation will be used extensively in this 
research. In Section One, some questions will have only 
one answer while others may ask for multiple answers. In 
both case, the frequency of each choice will be counted so 
as to estimate the general tea drinking habit of Hong Kong 
people. From such analysis, we can obtain the information 
such as what type of tea people preferred - iced tea or hot 
tea, the frequency of drinking tea, the location/type of 
outlets they can obtain tea, the reasons for drinking tea, 
the occasions they drink tea, the type of tea they drank 
most frequently and their perceived substitutes for tea. 
For Section Two, the frequency of the different 
degrees of importance for each statement is counted so that 
we can find out how the respondents rate these factors when 
they drink tea. By counting the number of respondents who 
give an 1 very important1 answer to a particular statement, 
we will know that how many people will value this factor as 
ail important element in making their decision to drink tea. 
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Thus, a particular statement being selected as 'very 
important ‘ by most people means that this factor is very 
critical in affecting people to drink tea. Furthermore, 
the total score for each statement can be calculated so as 
to make a ranking for all the factors. As a result, the 
statement with the largest score will be the most important 
attributes that people will value when drinking tea. It 
can infers which factors we must pay more attention to if 
we want to persuade.people to drink RTD tea. 
For Question 23 to 29 in Section Three, the frequency 
of "poor" or "excellent" responded to each statement will 
be counted in order to study the perceptions of people 
towards RTD tea. In addition, these questions are set 
correspondence to the questions in Section Two. Therefore, 
we can check whether the relative important elements match 
with the perceptions of RTD tea. If it is shown that the 
important element does not match with the perceptions of 
RTD tea, we can conclude that some modification of RTD tea 
should be made or it should not be launched in the Hong 
Kong market. For the other questions in Section Three, 
frequency will be counted to get information about the RTD 
market, such as the number of people who are current user 
of RTD tea, the number of people who shows interest to try 
RTD tea, the types of RTD tea that are most popular in the 
market, the number of times people drink RTD tea and the 
types of RTD tea people would like to see in the market. 
All these information obtained in Section One and Three 
y 
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will be very useful in estimating the market potential and 
formulating the marketing strategies of RTD tea. For 
example, by counting the frequency of each proposed type of 
RTD tea in Question 32, we can determine which types of RTD 
tea should be launched, 
b. Compensatory model 
To find out the attitudes of people towards RTD tea is 
the main objective of this research. It is obvious that 
different people will have different taste. Each 
respondent will value different attributes differently, 
that is some people may value hotness as an important 
attribute of tea while others may value freshness as a more 
important elements. In order to take this difference into 
account when we are studying the attitudes of people 
towards RTD tea, the compensatory model will be the most 
appropriate method. For the compensatory model, 
respondents are allowed to assign weight to each attribute 
to reflect their different value system. 
In Section Two and Questions 23 to 29 of Section 
Three, the weight of each attribute and the belief of the 
respondents will be determined respectively. In this 
research, the larger the score, the more important the 
attribute is or the more favorable attitude the respondents 
have. 
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Each respondent attitudes towards RTD tea is 
determined by using the following equation: 
A L= 2 W. B. b 1 1 
where A = attitude towards RTD tea 
W,- = importance of the attribute i 
B�.=belief to RTD in satisfying the attribute i 
n = number of attributes, i.e. 7 
The range of value of A in our research is from 7 x (1 
x 1) = 7 to 7 x (4 x 4) = 112. Assume that the population 
is normally distributed. The population mean will be (112 
+ 7)/2 = 59.5. 
This implies that if A > 59.5, it means that the 
respondent shows a favorable attitude towards RTD tea and 
he is willing to accept this new product. However, if A < 
59»5, it means that the respondent shows an unfavorable 
attitude. Thus, launching a new RTD tea product will be 
very risky as the respondents will not support it. Another 
case will be that A = 59.5. Under this situation, we can 
neither conclude that the respondent has a favorable or an 
unfavorable attitude towards RTD tea. 
Although the above calculations can provide us the 
rule of thumb to identify the attitudes of the respondent, 
we should use the z statistic to test for the statistical 
significance of our findings before we can draw our 
conclusion. 
The z statistic is calculated by using the following 
equations. 
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Z = (X - u)/sx 
«sx = s/(n)1/2 
S = [ I fXj - x)2/(n - l)"2 
x = (2 X.)/n 
I:� 
where X�. = A value of respondent i 
n = number of respondents 
u = population mean i.e. 59.5 
In order to yield a reliable conclusion, we set our 
confidence interval as 95%. Therefore, the critical z 
value will be -1.64 using the one tail test. With this 
critical value, we can test our null hypothesis, i.e. 
people show a favorable attitude towards RTD tea and are 
willing to substitute RTD tea for freshly made tea. If the 
calculated z is smaller than the critical value, -1.64, the 
null hypothesis is rejected. This implies that the 
respondents do not have a favorable attitude towards RTD 
tea. 
c. Cross Tabulation 
One of our research objectives is to define the target 
customers of RTD tea. In order to achieve this goal, we 
have to study the relationship between the people who show 
favorable attitudes towards RTD tea, which is defined in 
the compensatory model, and the characteristics of these 
people. These characteristics include sex, age, 
educational level, global exposure and income level. To 
obtain a reliable result, we will merge those cells that 
have frequency of less than five, and Chi-Square test is 
37 
performed to test the dependency of the two variables used 
in tke cross tabulation. The confidence level we set is 
95%. 
d. Quadrant Analyaig26 
Since our research is a kind of concept testing, it is 
essential to compare the perceptions of some specific 
attributes and their importance in affecting the people's 
purchasing decision. By using the quadrant analysis, we 
can identify what attributes are suffered and what 
attributes can be our selling points. The attributes we 
will used are those listed in Section Two. The importance 
level of the attributes is obtained from Section Two while 
the perception of the corresponding attributes is obtained 
from Questions 23 to 29 of Section Three. Then, each 
attribute can be used for the quadrant analysis and must 




Not at all Hi 
Important Very 
� � I I V Important 
Poor 
Quadrants T and � � I contain attributes which the 
consumer does not care about. That means they are in "no 
problem" areas but if many of the attribute scores are in 
26 Schwartz, D. Concept Testing. AMACOM, 1987. 
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Quadrant I, it suggests that originally the concept is 
good,� but it is on the wrong things. Quadrant II is the 
set of key communication attributes-both important and the 
product does well on them. If most of the attributes are 
falling into this category, it implies that the RTD tea 
concept is good and the market of it exists. Quadrant IV 
is the problem quadrant where one should focus product 
improvement efforts as they are salient to the consumer and 





In this section, all the limitations of this research 
will be listed and separated into four categories � 
sampling control, information control, administrative 
control and the limitations on concept testing. 
1. Sampling Control 
The experience survey conducted with the sellers in 
the soft drink market is aimed at getting more information 
about the RTD tea market in Hong Kong. Howeverf as the 
size, the company policies and the organization structure 
varies from company to company, the position held by the 
interviewee may vary. Therefore, the information we get 
may be biased and difficult to make comparisons. 
For the consumer questionnaires, as we were using 
judgement samples of nonprobabi1ity sampling, there is no 
way of estimating the probability that any population 
element would be included in the sample, and thus there is 
no way of ensuring that the sample is representative of the 
population. All nonprobability samples relied on personal 
judgement somewhere in the process, and although these 
40 
judgement samples might indeed yield good estimates of 
population characteristics, this method does not permit an 
objective evaluation of the adequacy of the sample. It is 
only when the elements has been selected with known 
probabilities that one is able to evaluate the precision of 
a sample result. 
Furthermore, as judgement samples was used in our 
research, a problem of selection bias may be resulted. The 
people that had helped to filled in the questionnaires may 
not represent the target population, since they might have 
some common characteristics such as willingness to help 
others. 
2• Information Control 
The soft drinks market sellers that were interviewed 
in the experience survey are all presently operating in 
Hong Kong. Some of them are soft drinks manufacturers 
while some are importers of soft drinks. For 
manufacturers, they usually need to take production cost 
and storage cost seriously into considerations for 
introducing a new type of soft drink. However, importers 
do not need to do so or their cost burden will not be as 
great as the manufacturers. Due to the difference between 
cost considerationsinformation acquired from the experience 
survey might be biased. 
In addition, the degree of accuracy for sensitive 
question, that is, the market share, sales and product 
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forecast, may be doubtful. The respondents might find it 
difficult to estimate the sales of the company and give an 
a C C U r a t e a n s w e r « A l s � ' they might not honestly respond to 
these kinds of questions. 
For the consumers questionnaire, personal interviews 
could cause interviewer bias because of the respondent‘s 
perception of the interviewer. Although we were using 
personal interview to administrate the questionnaire, we 
were hand over the questionnaire to the respondent and 
asked him to complete it by himself. This could minimize 
the interviewer bias, however this would lead to another 
problem which is termed sequence bias. Sequence bias occur 
because the respondent could have the chance to see the 
whole questionnaire, and thus his reply to any single 
question may not be independently arrived at but is more 
likely to be conditioned by his response to other 
questions. 
Like the experience survey, the degree of accuracy for 
some sensitive questions, such as age and income level, is 
doubtful. Finally, the four point scale used in the 
questionnaire could force the respondents to give either 
positive or negative answer. By doing so, it could prevent 
the respondents from acting as an average person. However, 
potential problems might arise if the respondents really 
fell into the neutral point or they did not have any 
opinion on this subject. These would affect the reliability 
and accuracy of the response collected. 
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3. Administrative Control 
For the experience survey, we had to visit the sellers 
in the soft drinks market and it was one of the most 
expensive method of data collection. Beside the large 
travelling expense, there were numerous efforts and times 
spent to arrange for the interviews where we have limited 
time and money. For the questionnaires, since we 
administrated them by ourselves in the form of personal 
interview, we have only two interviewers. Owing to this 
insufficient human resource, the time needed to complete 
all the questionnaires was quite long. 
4. Limitations on Concept Testing 
In the product development process, a product could 
not be turned into reality unless its idea is fine toned. 
Thus, concept testing procedures should not be viewed as a 
one-time activity but rather as part of a continuous 
process of concept evaluation, reformulation, and 
reevaluation. While in this study, we are only doing a 
very limited study on the very basic concept of the 
acceptance of tea being preserved in the forms of ready-to-
drink beverage. It is suggested that further studies 
should be implemented to forecast the sales and develop 
marketing strategies (promotions, product, distribution and 
price) to cope with the RTD tea launch. 
Crawford (1987) said there are eight limitations on 
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concept testing27. He said that concept testing is part of 
the preliminary analysis that prepares a management team to 
d o the full screening of the idea just before beginning 
serious R & D on it. Secondly, one may never sure exactly 
what is measured by any particular statistics. Thirdly, 
people tend to find it difficult to react to entirely new 
concepts without a learning period. The stimulus of a 
concept statement is very brief. The fourth limitation of 
concept testing is that testing occurs long before 
marketing, and many situation variables will change by the 
time the product is mairketed* The fifth point is that 
though interviewing seems simple, considerable interviewing 
skills is required. Furthermore, certain attributes cannot 
be measured in a concept testing. Establishing the 
validity or reliability of a concept test is also very 
difficult. Last but not least, the entire testing 
procedure is unreal -- it lacks a full environment; people 
are asked to be judges; courtesy endorsements are common. 
Since our research is also a concept test, all the above 
limitations are applicable to this research. 
27 Crawford, C. Merle. New Product Management• 




FINDINGS AND IMPLICATIONS 
A. Market Overview 
Prior to exploring particular segment, it is important 
to have an overview of the RTD tea sector. The following 
information is collected from the experience survey and 
some secondary source such as professional journals and 
newspaper cuttings. 
1. RTD tea market in USA 
The RTD tea market in US was still very quiet until 
the end of 1991. Due to the main two giant soft drinks 
companies had recently set up joint ventures to produce RTD 
tea, the market started to be heated up. There are a lot 
of reasons for the sudden and rapid growth of the RTD tea 
market which are stated in Chapter One. For example, the 
interest of people in soft drinks has been changing, they 
are now more image conscious and health conscious. "Two 
Trends in particular spurred industry growth during the 
19801s - � an aging US population's emphasis on fitness and 
consumers1 continuing quest for the perfect alternate 
I 
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beverage"28. Moreover, iced tea has jumped off front porch 
swing and onto the athletic field. People drink a lot of 
iced tea because they consider it as very thirst-quenching, 
so a tea flavored sports drink is very consistent with the 
concept behind sports beverages29. On the other hand, 
herbal tea, which makes up the majority of gourmet tea 
market, hold appeal for image-conscious tea drinkers in the 
18 to 44 years old age group30. With all these reasons, it 
is shown that RTD tea volume was up 22 percent in food 
stores through early September, 199231. 
Although the estimated annual retail sales of RTD tea 
in US reaches US$400 million, it is believed that the full 
potential of RTD tea market remains untapped. "Interest in 
the tea segment has never been as intense as today, New 
York Times had reported that 1 in terms of consumer flavor 
preference, tea ranks No. 2 behind cola at 32%, tea 
accounts for 14.9% of out-of-home beverage consumption, 
trailing soft drinks at 37.3%' .11 said Mr. Edward Reeves, 
28 Sfiligoj, Eric. "Alive and Fizzing." Beverage 
World, August 1992, pp. 28. 
29 Anonymous. "Tea Competes Everywhere." Beverage 
World, August 1992, pp. 9. 
30 Bellamy, Gail. "Hot Stuff: Upselling Coffee and 
Tea.11 Restaurant Hospitality, Vol: 75, Iss: 2, Date: Feb. 
1991, pp. 120-124. 
31 Prince, Greg. "1992 The year in review." Beverage 
World, December 1992, pp. 29. 
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president of Templar Food Products32. Iced tea accounts 
for 80 percent of all tea consumed in US, up from 70 
percent of 1980. Growing legions of consumers are turning 
away from traditional soft drinks. Cola's total share in 
grocery stores -- now about 60% — has been slipping33. 
Supermarkets sales (in dollars) of ready-to-drink tea 
increased 11 percent from first quarter of 1989 to the 
first quarter of 1990 and 34 percent from the first quarter 
of 1990 to the first quarter of 1991. 
The participants in the RTD tea industry believe that 
the target consumers for tea are quite diverse. It is 
expected that RTD tea can draw a broader range of consumers 
than the youth centric soft drinks34. Therefore, the 
potential for the RTD tea market is very great and the 
growth rate is perceived to be very high. Thus, it 
attracts many competitors to compete in this market. 
Day after day, there are new ventures of RTD tea in 
US. In this study, we would only select the most 
representable companies to be investigated. Presently, the 
major participants of the Ready-To-Drink tea market are � -
Coca-Cola Nestle Refreshments Company (CCNR), Pepsi-Lipton 
32 Sfiligoj, Eric. "Fit to a Tea." Beverage World, 
Dec. 1992, pp.58. 
33 Zinn, Laura. "Pepsi's Future Becomes Clearer." 
Business Week, Feb. 1, 1993, pp. 44-45. 
34 Prince, Greg W. "Tea for All." Beverage World, 
Vol: 111, Iss: 1513, Date: April 1992, pp. 24-32. 
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Joint Venture and Snapple Natural Beverage Co. 
a- Coca-Cola Nestl.e Refreshments Company 
CCNR is the worldwide leader in the ready-to-drink 
coffee category in Japan, which is a US$5.6 billion 
industry segment growing at about 10 percent per year. The 
formation of Coca-Cola Nestle Refreshments in March 1991 
has been met by Pepsi-Cola's Joint venture with Thomas J. 
Lipton Co. The Coca-Cola Company is the world's largest 
soft drink company, supplying syrups and concentrates to 
authorized bottlers in 17 0 countries. It has four times 
the international market share of its nearest competitor. 
Nestle SA is the world's largest food company with 
operations on every continent. Major products include 
drinks, chocolate, dairy products ... etc. The joint 
venture combines the strength of Coca-Cola1s far-reaching 
worldwide distribution system and the global equity of 
Nestle trademarks, along with Nestle1s coffee and tea 
technology. The joint venture also enable itself to have 
access to the worldwide technical capabilities and research 
facilities of Nestle S.A. and Coca-Cola Company. 
Coca-Cola Nestle Refreshments Company introduced RTD 
Nestea Iced Tea on February 16, 1992. Nestea Iced Tea with 
Sweetener, Natural Lemon Flavor, Diet Nestea Iced Tea with 
Nutrasweet and Natural Lemon Flavor are packaged in 
bottles, cans and cartons. They are sold under the 
immodest banner with hot-fill technology and distributed 
through participating Coca-Cola Bottlers throughout the US. 
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Nestea, the first product CCNR has launched in the US is 
the joint venture's second product introduction. The new 
product launch began in New York, Philadelphia and 
Pittsburgh in January, 1992. Its first product was 
Nescafe, a ready-to-drink coffee launched in September, 
1991 in Korea. 
Before launching the Nestea, there were two blind 
comparative taste tests conducted by FRC Research Corp. in 
1991. One of the test drew a group of approximately 300 
iced tea drinkers from 20 markets throughout the US to 
compare the taste of Lipton and Nestea. It was shown that 
the respondents preferred Nestea over RTD Lipton iced tea 
by a margin of nearly 2-to-l. This research confirmed 
results from earlier taste tests conducted on behalf of 
Nestle in 1990. Another test was conducted in the 
Northeast, where Snapple primarily is distributed, a group 
of 200 iced tea drinkers preferred Nestea to Snapple by 
margin of 3-to-2. From these two studies, it was found 
that the consumers like the brand1s clear-not-cloudy-
appearance, genuine tea taste, good lemon taste, clean 
taste, no bitter aftertaste, balance of flavors and 
complete refreshment. 
CCNR were aiming at completing 70% of its coast-to-
coast distribution by July 1992. Since Coca-Cola has a 
very good distribution network, it will make use of its 
existing distribution network to distribute RTD tea. The 
distribution system will be through all channels. The 
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products are available in supermarkets and convenience 
stores, as well as Coca-Cola vending machines, 
delicatessens and other way-from-home outlets. However, a 
heavy emphasis is placed on vending machine35 in New 
York36. The seventh button on the machine was devoted to 
the Nestea, proclaiming Nestea as "The Way Iced Tea is 
supposed to Taste."37 The focus of the RTD tea market is 
first on � h e east coast of US and penetrates towards the 
west coast. 
Mr. Teasley, president of CCNR, said that GCNR is now 
developing its plans to enter Asia and Europe markets. 
They had launched RTD coffee in South Korea in October, 
1 9 9 1 . On March 25, 1992, CCNR had launched Nestea Iced Tea 
in Taiwan. The newly launched RTD Nestea in Taiwan is 
Sweetened Iced Tea with Natural Lemon Flavor. It is 
distributed through more than 70,000 sales outlets of the 
Taiwan Coca-Cola Bottling Company Ltd. Mr. Harry Teasley 
believed that Taiwan is a booming market where there is a 
great acceptance and growing demand for RTD tea beverage. 
The market for RTD tea products has grown from US$80 
million in 1989 to US$280 million in 1991 while lemon 
35 Prince, Greg W. "Coke-Nestle Venture Finally Bears 
Tea." Beverage World (periscope edition), Vol: 111, Iss: 
1508, Date: Jan 31, 1992, pp.: 1, 4. 
36 Highest per-capita consumption of iced tea is the 
Northeast and South, source: Nielsen Marketing Research, 
Simmons Market Research and Tea Association of the USA. 
37 Prince, Greg W. "Right here, right now•” Beverage 
World, Date: February 1992, pp.54-58. 
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flavored tea has the fastest growth rate, increasing 120% 
during the same period, 
Pepsi Lipton Tea Partnership 
Pepsi plans to transcend its traditional soft drink 
identity in the early 1990's. It has identified thq need 
of its customers are changing to a growing interest in 
refreshment beverage outside the traditional definition of 
carbonated soft drinks. In order to cope with its company 
mission and the need of its customers, it had been 
intensively communicated with Nestle in hope that it could 
form a joint venture with it. However, it was in vain. 
Finally, Pepsi switched to another experienced tea 
manufacturer, Thomas J. Lipton Co., and a agreement was 
then formed in December 1991. The joint venture is formed 
to develop and market new tea-based beverages for the US 
consumer market as well as expand the existing 
distribution. Lipton RTD products were then distributed 
through Pepsi-Cola1s extensive distribution network. 
Pepsi-Lipton synergies in just 9 months, 6 new products 
have been introduced under the nation's number-one tea 
trademark, market penetration has doubled and retailer 
acceptance is at an all time high. Lipton currently 
commands about half of the $400-million Ready-To-Drink Tea 
market in US. Pepsi Lipton JV is going to put their focus 
in the US first and further market development will be done 
later. Future growth opportunities are focused squarely on 
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expanding its total beverage portfolio38. 
'At the initial stage, Lipton offers Lipton Original, 
Raspberry and Peach Flavored iced tea in 16-oz resealable 
bottles. The two flavors and the unique real-brewed 
advantage firmly establish Lipton as the predominant RTD 
tea. In May 1992, the partnership introduced Lipton 
Original in 3 version -- Unsweetened No Lemon, Sweetened 
with Lemon and Sweetened No Lemon. 
c. Snapple Natural Beverage Co. 
Another soft drink manufacturer - � Snapple Natural 
Beverage Co. is the No. 1 iced tea produced in New York 
City and is aggressively expanding national wide39� They 
had tried to livened iced tea which was a rather staid 
category. Through producing real-brewed taste, 16-ounce 
wide-mouth glass and aggressive marketing in the North-
east, they showed the world that tea wasn't just for tea 
time anymore40. 
2. RTD tea market in Hong Kong 
At present, in the Hong Kong soft drinks market, there 
are soft drinks made locally and imported from different 
38 Jabbonsky, Larry. "Things are looking up at Pepsi.11 
Beverage World, Oct. 1992, pp. 42. 
39 Zinn, Laura. "Pepsins Future Becomes Clearer.11 
Business Week. Feb 1, 1993, pp. 45. 
40 Prince, Greg. "1992, the year in review•“ Beverage 
World, December 1992, pp. 28. 
52 
parts of the world such as Japan, Taiwan and Singapore. 
'The Beverage Manufacturers Association is an 
association formed by local beverage manufacturers. It 
classifies soft drinks into carbonated beverage, non-
carbonated beverage and mineral water. In the class of 
non-carbonated beverage, it further divides into teas, 
juices, soybean milks and flavored milk, all canned still 
drinks and others. 
Like the other markets, soft drinks do have a seasonal 
sales, the sales peak in the third quarter, starts from 
April and ends around September. The consumption rate of 
canned soft drinks reached 2 cans per head per week in 1991 
and Hong Kong people had consumed a total of 3.54 billion 
liters of non-carbonate drinks in 1990. In 1990, the 
amount of non-alcohol beverages imported was 38,777,137 
liters while local manufactured 306,911,635 liters41. 
Currently, there are more than 100 items of non-carbonate 
drinks selling in Hong Kong42. 
For instance, there are only three local manufacturers 
produced RTD tea in the Hong Kong market. They are Vitasoy 
International Holdings Ltd., Swire Bottlers and Yeo Haip 
Seng Ltd. respectively. The types of tea that could be 
found in the market in the 19801s were either herbal tea, 
Chrysanthemum tea, or lemon tea. The tea produced is 
41 customs and Excise Department: Dutiable Commodities 
Office. 
42 Hong Kona Economic Journal. June 1991 Iss: 171, pp. 
6-11. 
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usually packed in 250 ml, 375 ml and 1000 ml packages. Of 
the total soft drinks sold in Hong Kong in 1991, 18,34% of 
the sales was from teas43. 
RTD tea is one of the growing product in the non-
carbonate soft drinks market. It has remained to have only 
Chrysanthemum tea, herbal tea and lemon tea in the past. 
Lately, with the introduction of milk tea, different soft 
drinks companies started to realized the market potential 
of other types of RTD tea. Further development in the RTD 
tea is foreseeable to be fierce. 
a. Local soft drinks manufacturers 
Vitasoy is a well-known Hong Kong based company which 
starts its business in selling soybean drinks. It further 
diversified its productions to different categories of non-
carbonate soft drinks in early 1980 's. It is the first 
manufacturer in Hong Kong which uses Tetra Brik to pack its 
products. The teas it had introduced during the 1980's 
were lemon tea, chrysanthemum tea and herbal tea. In 1992, 
Vitasoy occupied 70% of the market share in the non-
carbonate soft drinks sector. Furthermore, Vitasoy started 
to introduce Tetra Brik packed milk tea to the soft drinks 
market in the summer of 1992. It wants to capture the 
people who are accustomed to drink milk tea, thus further 
enlarge their market share in the non-carbonate drinks 
market. 
43 Beverage Manufacturer Association -- Quarterly Sales 
Statistics. 
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Swire Bottlers, which has franchised the bottling of 
Coca-Cola, is having the second largest share in the non-
carbonate drinks market in Hong Kong. It got around 70% 
market share of the carbonate drinks sector44. In the 
carbonate drinks sector, it has Coca-Cola, Sprite, Fanta 
while for the non-carbonate drinks, its products are named 
as Hi-C, which is also franchised from the Coca-Cola 
company. All the Hi-C products are packed by Tetra Brik. 
Like the Vitasoy International Holdings Ltd., Swire 
Bottlers also has lemon tea and chrysanthemum tea. In 
order to capture the new preferences of the people, 
modification of the existing tea is made. One typical 
example is the launch of honey added chrysanthemum tea. 
Presently, Swire Bottlers targets at those people who are 
used to drink Chinese tea and water. In late 1980 丨 s Swire 
Bottlers introduced a Mardarin tea which was similar to 
orange tea. However, in lack of advertising supports, the 
tea was not highly recognized by the public in Hong Kong. 
Regarding to the new joint venture of Coca-Cola and Nestle 
(CCNR) in the US producing RTD tea, Swire Bottlers does not 丨 
have any intentions to introduce new variety of RTD tea 
into Hong Kong market, it just wants to confirm its 
position in the Hong Kong soft drinks market. 
Yeo Haip Seng Ltd. ranks the third in the non-
carbonate drinks market, it has around 10% of the total 
44 Hong Kong Economic Journal, Jan. 09, 1992. 
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non-carbonate drinks market45. Yeo•s are the products 
produced by Yeo Haip Seng. It is a company well-known for 
its innovative ideas in the non-carbonate soft drinks 
market. However, it is still reluctant to introduce RTD 
tea because it feels that the tea drinking culture in Hong 
Kong is still at the stage of home-made consumption, and it 
is still very hard to make a fairly saturated market to 
adopt a new kind of soft-drink. Rather to use Tetra Brik 
to packed their products, they use cans as their major 
packaging method. Their target market are the people from 
the age of 15 years old to 24 years old. 
Apart from these three giants, some other companies 
also join the soft drinks market as a kind of market 
diversification strategies. Winners Food Products Ltd. and 
AS Watson are two examples. Winners Food Products Ltd. is 
a company which manufactures instant noodles and it then 
diversified its product lines into the soft drinks market 
in 1982. It got the franchise of a well-known traditional 
Chinese herbal tea shop "Wong Lo Kut" (WLK) and packed the 
herbal tea into Tetra Brik. It only has two kinds of teas 
in the market namely the herbal tea and the floral tea, 
which only capture a very small market share. Furthermore, 
due to the lack of advertising support, WLK is not having 
a good revenue. According to the Winners Food Products 
45 Hong Kong Economic Journal, April 2, 1992. 
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Ltd., it considers WLK as "dogs"46 in the company, thus 
only1 little attentions is paid on it. it is a vicious 
cycle that when the sales falls, the cost of production 
rise -- not producing in the economy of scale, especially 
when they have to pay a premium to use Tetra Brik. WLK is 
expected to be diminished in the soft drinks market very 
soon. 
AS Watson started to introduce lemon tea in cans in 
15801s, Crystal Spring lemon tea was introduced as an 
product extension to its distilled water business. To 
further reinforced the image of crystal and clear drinks, 
it emphasises the clearness of its lemon tea in comparison 
with other brands. With the high demand in Tetra Brik 
packed drinks, Crystal Spring lemon tea was further 
modified to pack into Tetra Brik in early 1990 »s. In 
addition to the tradition Crystal Spring lemon tea, AS 
Watson had also introduced honey added Crystal Spring in 
its product lines. 
b. Importers of RTD tea 
Since there is no tax imposed on the imported drinks 
in Hong Kong, this encourages companies to import drinks 
from different parts of the world47. Regarding RTD tea, 
there are about five companies importing this type of 
products in Hong Kong, namely Doer Enterprise, Aji-No-
46 Heldeyu, B. Strategy and the Business Portfolio. 
Long Range Planning, Feb 1977, p.12. 
47 Mina Pao Daily News, March 12, 1990. 
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Chinmi Co. (HK) Ltd., Four Seas Mercantile Ltd. and Yakult. 
I 
The earliest imported ready-to-drink milk tea is the 
canned milk tea from a Taiwan based company -- the Doer 
Enterprise (Food & Beverage) Co., Ltd. In the early 1991, 
Doer saw the opportunities in the Hong Kong tea market 
which had only very limited varieties of RTD tea, so it 
started to manufacture milk tea and imported them from 
Taiwan to Hong Kong. Its first launch was in mid 1991, and 
it believed that "In marketing, competition is essentially 
a question of differentiation, other things being equal, of 
two identical products the first on the market will always 
be the winner48". Notwithstanding the fact that Doer wants 
to be the first company which launched milk tea, Mr. Jim 
Pomory, owner of New Era Beverage Company and Everfresh 
USA/Everfresh Canada said that the soft drinks industry is 
not a high-tech industry, the idea or the product can be 
easily copied by others49. Thus, an early launch means a 
higher probability to success. In spite of the fact that 
Doer is the first company which launced RTD milk tea in 
Hong Kong, it still cannot capture a large market share 
because its price is too high ($5.00 for 250 ml can) when 
compare with other local drinks and there are no supportive 
48 White, Roderick. Consumer Product Development. 
Longman, pp. 79. 
49 Prince, Greg. "A Breath of Everfresh Air." 
Beverage World, October 1992, pp. 74. 
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promotions for the drinks. The main channel of 
distribution of Doer's RTD tea is the convenience store 
where Doer believed that people who visit those store are 
more willing to pay a higher price for convenience. Beside 
Hong Kong, the main target market of Doer's milk tea is the 
Mainland China. Further product development is 
continuously taken by Doer and it will launch RTD green tea 
and floral tea to Hong Kong in the near future. 
Four Seas Mercantile is famous for importing thousands 
of food items from Japan. It is an experienced importer of 
various snacks and RTD coffee drinks. It started to import 
Pokka lemon tea to Hong Kong in the late 1990 • s and milk 
tea in 1992. Teas only contribute to less than a few 
percent of its . revenue. Milk tea is only a product 
extension of the company. The canned teas that it imported 
are mainly from Japan and Singapore, where the Japan 
manufacturer is one of the big five manufacturers in Japan. 
Both of the tea products are freshly brewed and packed. 
The target market of the drinks are people within the age 
group of 16 to 30 who are willing to pay a price of $3.00 
for a drink. With the good distribution network, the Pokka 
RTD tea is getting more attentions from the public these 
days. Since Japanese are used to RTD drinks in size of 240 
ml, the imported drinks are also in the size of 240 ml, but 
recently the size of 335 ml cans have been introduced to 
suit different market needs. 
Aji-No-Chinmi Co., (HK) Ltd. is a Japanese trading 
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company. Its major business is to import frozen Japanese 
food 'and coffee products to Hong Kong. As it realizes the 
market potential of RTD tea in Hong Kong, it started its 
business in importing canned tea. The types of canned tea 
it imported include apple tea, lemon tea and milk tea from 
UCC Japan. Unlike other kinds of RTD tea which are sold at 
a very competitive price, the canned tea imported by Aji-
No-Chinmi is priced at a premium (around $7.00 per 335 ml 
can) • Its target market is the Japanese who lived in Hong 
Kong and people who are willing to try new things. In 
1993, it plans to import more Japanese-style RTD tea to 
Hong Kong and further develop its market. 
Taishan Enterprise from Taiwan uses Hong Kong as a 
stepping stone for its non-carbonate drinks products to 
enter the market of Mainland China50. At present, its 
products are targets at adults and are selling at $4.00 per 
250 ml can, which is much higher than the price of local 
manufactured RTD tea. 
Yakult is a manufacturer of daily products and has 
started to import RTD tea from Japan. The types of tea it 
produces are Oolong tea and Japanese green tea. Since it 
is still relatively new to the Hong Kong market, it does 
not want to arouse the competitors attentions. Thus, it 
sells most of its RTD tea products in the vending machines. 
As its RTD tea is still in the testing stage, it does not 
50 Hong Kong Economic Journal, Jan 1991. 
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want to disclose much of the information about the RTD tea 
to tlie public. 
B» Current Situation in the Soft Drinks Market 
1. The Preference for Drinks when Water is not Available 
Results: 
43 6 respondents are asked to state the three types of 
drinks they preferred when water is not available. Tea is 
the most frequent drink that is consumed when water is not 
available, 49.1%, 11.2% and 13.2% of the respondents rank 
tea as their first choice, second choice and third choice 
respectively (Exhibit 6.1). Carbonate soft drinks and 
juice are the other two types of drinks that people are 
welcomed. 
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Exhibit 6.1: Preference for drinks when water is not 
available 
The most preferred 2nd most preferred 3rd most preferred Types of Drinks “ 
Frequency % Frequency % Frequency % 
214 49.1 47 11.2 53 13.2 
C o f f e e 10 2.3 29 6.9 20 5.0 
Carbonate soft 80 18.3 115 27.2 81 20.1 
drinks 
Instant soup 6 1.4 14 3.3 5 1 2 
B e e r 8 1.8 5 1.2 5_ 1.2 
J u i c e 53 12.2 121 28.8 106 26.3 
M i l k 30 6.9 41 9.8 33 8.2 
Sports drinks 2 0.5 11 2.6 16 4.0 





hissing observation of the 2nd preferred drink = 16 
Missing observation of the 3rd preferred drink = 33 
Implications: 
It is shown that tea, carbonate soft drinks and juice 
are very popular among all the other drinks. As tea is so 
popular, it can assure us that RTD tea will have a very 
large market provided that RTD tea could meet the needs of 
the tea drinkers. 
2. Number of Tea Drinkers in the Market 
Results: 
From the 436 questionnaires that we have collected, 
96.3% of the interviewees do drink tea every now and then 
(Exhibit 6.2). 
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Exhibit 6.2; Percentage of tea drinkers in the survey 
‘ T e a drinker/non-tea drinker Frequency Percentage 
Tea drinker 4 2 0 9 6 3 
Non-tea drinker 16 37 
Implications： 
We find that tea drinkers do compose a large segment 
of the people who are being interviewed. Most of the 
people choose tea as one of their beverage. This infers 
that RTD tea market is quite large. 
3. The Reasons for Not Drinking Tea 
Results: 
There are 16 respondents showing that they are non-tea 
drinker. They are asked to give reasons for why they do 
not drink tea. 50% of them said that they do not drink tea 
because of the taste of tea while 25% of them comment that 
tea is too troublesome to make. Another 25% of the 
respondents do not drink tea because they have some illness 
and tea is not suitable for them (Exhibit 6.3). 
Exhibit 6.3: Reasons for not drinking tea 
Reasons Frequency 
It is too expensive 2 
It tastes bad 8 
It is difficult to access 0 
It cannot quench thirst 2 




!Since 50% of the non-tea drinkers do not drink tea 
because it tastes bad, it implies that even if we can 
provide RTD tea which is cheap in price and easy to access, 
we might not able to get the non-tea drinkers to be our 
customers. Thus, we should target at those tea drinkers 
instead of the non-tea drinkers. 
C. General Situation of Tea Market 
In this section, we are going to have a look on the 
results of the survey to get some idea about the tea 
drinking habit of people in Hong Kong. Since among the 436 
respondents, 16 of them are non-drinker of tea, we will 
make use of the rest 420 questionnaires to derive the tea 
drinking habit of Hong Kong people. The main questions 
that will be defined are "How often do they drink tea?", 
"What kind of tea is preferred?", "When do they drink 
tea?", "Where do they drink tea?", "How do they get the 
tea?" , • ” etc. 
1. Consumption Rate of Tea 
Results: 
From the survey, we can have a rough idea about the 
tea drinking habit. As shown in Exhibit 6.4, there is 
about 49.1% of the interviewees drink tea 6 or more times 
a week. 
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Exhibit 6.4: Average consumption rate of tea in a week 
Average no. of times drinking tea per week Frequency Percentage 
More than 7 times a week 151 35 
6 to 7 times a week 55 丄3 工 
4 to 5 times a week 108 25.7 
2 to 3 times a week 80 19 
Less than 2 times a week 26 6.2 
Missing observations = 16 “ 
Implications: 
Most of the people in Hong Kong do have the habit of 
drinking tea from time to time. A high frequency of 
drinking tea implies that if RTD tea could be positioned on 
the right track, there may be a market for it. 
2. Hotness of Tea Preferred 
Results: 
Exhibit 6.5 describes the preference of people on the 
hotness of tea. Among those 420 people who drink tea, over 
60% of the respondents like both hot tea and iced tea. 
When comparing hot and iced tea, hot tea seems to be more 
preferred by the people. 
Exhibit 6.5: Hotness of tea preferred 
Preference Frequency Percentage 
Iced tea 46 11 
Hot tea 105 25_ 
Both hot and cold tea 269 64 
Missing observation = 0 
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Implications： 
!Most of the people drink both hot and iced tea. This 
may due to 七he different needs in different weather. In a 
hot day, more people will prefer to drink iced tea while in 
cold days, they will prefer to drink hot tea. However, on 
the whole speaking, more people prefer hot tea to iced tea, 
and this may be caused by the traditions of drinking hot 
Chinese tea. Therefore, it seems that efforts should be 
put to change the drinking habit of people in case RTD tea 
is launched. 
3. Occasions for Drinking Tea 
Results； 
To answer the question of "When do they drink tea?", 
we have to examine Exhibit 6.6. In this question, people 
are allowed to give more than one answer, therefore, the 
total frequency shown in Exhibit 6.6 will be greater than 
420. The category of "After meals" scores the highest 
frequency, which is 181, among all the options. It is 
followed by "during meals11, and "while thirsty" ranks the 
third. 
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Exhibit 6.6: Occasions that tea will be consumed 
‘ Q c c a s i o n s Frequency 
During meals 例 
After meals ^81 
After sports 40 
While thirsty 153 
While tired 110 
Others (include during morning, after intake of 65 
greasy food, in the afternoon, and 110 fixed 
time) 
Implications: 
There is a traditional saying that tea could help 
digesting, and this may be the reason why most of the 
people drink tea after meals. Actually, the difference 
between "after meals" and "during meals" is very small, 
most of the people drink tea with or after meals. If RTD 
tea could position itself to be suitable during and after 
meals, it may further enlarge its market. 
4. Place Where People Get Tea 
Results: 
As shown in Exhibit 6.7, most of the interviewees 
choose restaurants as the most frequent place where they 
drink tea, which is then followed by the option of "made at 
home". On the other hand, restaurants and supermarkets get 
the highest frequency in ranking as the 2nd most frequent 
place where people get their tea. Supermarkets and 
convenience stores have the highest frequency when being 
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ranked as the 3rd most frequent place where tea is bought. 
Generally speaking, the places where most people consume 
tea are restaurants, supermarkets and at home. 
Exhibit 6.7: Place where tea is most frequently 
bought/consumed 
2nd most frequent 3rd most frequent 
Most frequent 
Place Frequency % Frequency % Frequency % 
Restaurants 113 26.9 96 25.9 53 16.7 
Supermarkets 93 22.1 95 25.6 94 29.7 
Convenience 44 10.5 61 16.4 64 20.2 
stores ' 
Vending machines 34_ 8.1 39 10.5 57 18.0 
Home made 105 25.0 75 20.2 35 11.0 ! 
mmm^^mmm^mmmrnm^m^mmm • — — • wmmmm^^mmmmmmmmmmrnmmmm 
Others (e.g.office) 31 7.4 5 1.3 14 4.4 
hissing observation in the 2nd most frequent place = 44 
Missing observation in the 3rd most frequent place = 103 
Implications： ！ I 
Most of the tea consumed is in restaurants, including 
the Chinese restaurants, western restaurants and fast food 
shops. It is obvious that the frequency of home made tea is 
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also very high. From the results, we can see that if tea 
is not consumed either in the restaurants or home made, 
people will prefer to buy tea in the supermarkets or 
convenience stores. In other words, if the people cannot 
access freshly made tea, they will rather buy RTD tea in 
the supermarkets or in convenience stores• Thus, 
restaurants can be viewed as the close competitors of RTD 
tea. Since there are numerous restaurants and fast food 
shops in Hong Kong, people seldom find any difficulties in 
A 
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accessing freshly made tea. So, the competition faced by 
RTD 'tea is very keen. RTD tea do have a lot of 
difficulties in penetrating the market. 
5. Reasons for Drinking Tea 
Results: 
Referring to Exhibit 6.8, it is shown that most 
respondents, 257 out of 420 respondents, drink tea because 
of its good taste. The next most frequently cited reason 
is the thirst quenching ability of tea. In addition, 191 
people stated that they drink tea because it is a habit and 
they are accustomed to do so. 
Exhibit 6.8: Reasons for drinking tea 
Reasons for drinking tea Frequency 
Its thirst quenching ability 227 
It is a health drink 72 
It taste good 257 
It is a fashionable drink 13 
It is a habit 191 
It is less artificial 31 
It can help to stay awake 163 
Others 17 
Implications: 
Most of the people drink tea because of its taste and 
its thirst quenching ability. It is interesting to note 
that a lot of people drink tea because it is a habit. If 
we could convince them that RTD tea is just similar to 
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freshly made tea and persuade them to substitute RTD tea 
for freshly made tea, the market potential for RTD tea will 
be very large. Furthermore, if we can produce some RTD tea 
which tastes match with their requirements, it will be a 
great potential for them to develop a habit of drinking RTD 
tea. Since there are quite a number of people drink tea 
because it can help to stay awake, we can use this together 
with its thirst quenching ability as a selling point if we 
launch RTD tea in Hong Kong. 
6. The Type of Tea Frequently Drank 
Results: 
In Exhibit 6.9, it is shown that lemon tea, Pu Erh tea 
and milk tea are the three types of tea most frequently 
drank by the respondents. Besides, Jasmine tea and 
Chrysanthemum tea is also quite popular. 
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Exhibit 6.9: Types of tea drank most often 
t f Most frequent 2nd most frequent 3rd most frequent Types of tea — 
(green/red tea� Frequency % Frequency % Frequency % 
Jasmine tea 55 13.1 30 l 7 \ ~ s T l ~ ~ 
(green) . 
P u E r h t e a 88 21.0 68 17.3 67 18 6 (green) 
Oolong tea 3 0.7 18 4.6 12 3 3 
(green) . 
Tikuanyin tea 20 4,8 29 7.4 12 33 
(green) . 
Shuixian tea 3 0.7 13 3.3 12 3.3 
(green) 
Chrysanthemum 12 2.9 64 16.2 58 16.1 
tea (green) 
Herbal tea 3 0.7 19 4.8 33 9.1 
(green) 
Lemon tea (red) 139 33.1 85 21.6 58 16.1 
Milk tea (red) 97 23.1 68 17.3 51 14.1 
yiissmg observation of the 2nd most frequently drank tea = 
2 6 ’ 
Missing observation of the 3rd most frequently drank tea = 
59 ‘ 
Implications: 
Lemon tea is definitely the tea that is consumed the 
most by the interviewees, whereas milk tea and Pu Erh tea 
is the second. Jasmine tea and Chrysanthemum tea ranks the 
third. This shows that people prefer red tea more than 
green tea. As RTD lemon tea and milk tea are already 
existed in the market, from this research, Pu Erh and 
Jasmine tea will be the most preferred types of tea to be 
introduced. However, further taste testing should be made 
on these two types of tea so as to ensure the success of 
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launching RTD version of Pu Erh and Jasmine tea. 
I 
7- The Types of Drinks Used to Substitute for Tea 
Results； 
Obviously, water ranks as the best substitute for tea 
since Exhibit 6.10 shows that 37.1% of the respondents will 
drink water in case tea is not available. Carbonate soft 
drinks and juice are also other very common substitutes for 
tea. 
Exhibit 6.10: Substitutes for tea 
Most preferred 2nd most preferred 3rd most preferred | 
Substitutes Frequency % Frequency % Frequency % 
Coffee 32 7.6 2.8 19 5.1 
Carbonate soft- 123 29.3 83 21.2 47 12.6 
drinks 
Water 156 37.1 53 13.6 72 19.4 
Beer 6_ 1.4 3 0.8 13 3.5 
Juice 68 16.2 143 36.6 77 20.7 
Milk 12 2.9 43 11.0 43 11.6 
Sports drinks 3 0.7 10 2.6 26 7.0 





yiissing observation of the 2nd most: frequent substitute -
29 
Missing observation of the 3rd most frequent substitute = 
48 � 
Implications: 
In most case, people will think that coffee or dairy 
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products is the major competitors of tea, but from this 
research, it is shown that people is more likely to use 
water to substitute for tea. Thus, the direct competitors 
of tea will be water instead of coffee and dairy products. 
With this information, we can become more clear about RTD 
teafs competitor profile. 
D. General Situation of RTD Tea Market 
1. Number of RTD Tea Drinker in Hong Kong 
Results: 
Among those 420 tea drinker, over 90% of them drink 
RTD tea Exhibit 6.11. In this section, we will use the 
information given by those 396 RTD tea drinkers to get some 
idea about the general situation of RTD tea market and how 
they perceive RTD tea. 
Exhibit 6.11: The percentage of people who have tried RTD 
tea 
Frequency Percentage 
RTD tea drinker 396 90.8 
Non-RTD tea drinker 40 9.2 
Missing observation = 4 
Implications； 
Since there is a great portion of people have drunk 
RTD tea, this means that RTD tea has quite high awareness 
and trial rate. 
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2' Willingness to Try RTD Tea for those Non-RTD Tea Drinker 
I 
Results: 
As shown in Exhibit 6.12, among those non-RTD tea 
drinker, a high percentage show that they will not try RTD 
tea in the future. Nearly three-fourth of the people who 
have not drink RTD in the past state that they will not try 
RTD tea in the future. 
Exhibit 6.12: Willingness to try RTD tea in future for 
those non-RTD tea drinker 
Frequency Percentage 
Will try RTD tea 10 25.6 
Will not try RTD tea 29 74.4 
Missing observation = 1 
Implications: 
As the willingness to try RTD tea is so low for those 
non-RTD tea drinkers, we can draw a conclusion that the 
chance to get non-RTD tea drinkers into RTD tea market is 
very low. Thus, marketing efforts should be put on those 
who have exposed to RTD tea in the past rather than to 
convince the non-RTD drinker to drink it. 
3. Consumption Rate of RTD Tea 
Results: 
From the collected questionnaires, there are 396 
respondents say that they drink RTD tea. The frequency of 




Exhibit 6.13: Consumption rate of RTD tea and its 
correlation with consumption rate of tea 
Frequency of drinking tea 
C o } " n t > 7 6-7 4-5 [ T 2 ~ Row Total Col % times times times times times Tot % 
> 7 times 34 34 
24.1 8.7 
6-7 times 12 16 28 
p P 8.5 30.2 7.1 Frequency of ‘丄 
drinking RTD 
t e a 4-5 times 16 12 40 68 
11.3 22.6 39.2 17.3 
4.1 3.1 10.2 
2-3 times 32 5 32 41 110 
22.7 9.4 31.4 55.4 28.1 
8.2 1.3 8.2 10.5 
< 2 times 47 20 30 33 22 152 
33.3 37.7 29.4 44.6 100.0 38.8 
12.0 5.1 7.7 8.4 
Column 141 53 102 74 22 392 
Total 36.0 13.5 26.0 18.9 5.6 100.0 
Missing observation = 4 
It is shown that under most circumstance, no matter 
how frequent the respondents drink tea, the frequency of 
drinking RTD tea is relatively low. Only 33.3% of all the 
respondents will drink RTD tea more than four times a week 
while 75.8% will drink tea more than four times a week. In 
addition, when considering the cells on the diagonal of the 
matrix, it is obvious that the percentage of people who 
drink RTD tea as a complete substitute for tea is very low, 
which ranges from 24.1% to 55.4% depends on the frequency 
of drinking tea. For the total response, it occupies only 
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3 3 , 5 % ' 加 3 implies that although the demand for tea is 
quite! high in Hong Kong, most people drink tea in the form 
of freshly made. That means people only drink RTD tea to 
substitute a small portion of their tea intake. Thus, the 
demand for RTD at present is still rather low. 
Implications; 
This low demand may due to two reasons. One is that 
the variety of RTD tea available cannot meet the people's 
needs, therefore, they have to rely on the freshly made 
tea. Another possibility is that the general public has a 
negative attitudes towards RTD tea, which may caused by the 
fact that the quality offered by RTD tea does not meet the 
requirements of the people. In this study, we would also 
find out whether people are having a negative attitudes 
towards RTD tea. 
4. Popularity of Various Types of RTD Tea 
Results: 
Exhibit 6•14 shows the number of respondents who have 
drunk the various types of tea respectively. All the teas 
stated below are those can be obtained in the Hong Kong 
market. It is obvious that lemon tea is the most popular 
tea among all the others, the next runner-up is 
chrysanthemum tea. For the Oolong tea, there are only 69 
respondents have drunk it, this implies that the popularity 
of it is very low. 
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Exhibit 6.14: Popularity of various types of RTD tea 
, Types of tea Frequency 
Milk tea 223 
Lemon tea 389 
Herbal tea 286 
Oolong tea 69 
Chrysanthemum tea 358 
Others (eg. Apple tea) 5 
Implications: 
From the results, we can say that most of the teas 
listed above have a very satisfactory popularity except 
Oolong tea. The poor popularity of Oolong tea implies that 
it has a low level of awareness in the market. Obviously, 
the low awareness of Oolong tea is caused by lack of 
advertisements. For all the other types of tea, they all 
have television advertisements, so their awareness is 
relatively high and, thus, enhance their popularity. So, 
we can conclude that if we launch a new type of RTD tea, 
getting the awareness in the market is very important. 
E. Evaluation of the perception of RTD tea1s attributes 
1. Attributes Considered for Selecting Tea 
Results: 
As shown in Exhibit 6.15, the different attributes of 
tea are ranked differently. Some of them are considered as 
very, very important, while others are just very important 
77 
or important. If we look at the degree of importance just 
by counting the one with the highest frequency, it is shown 
that hotness falls into the category of "very, very 
important", freshness, ease of accessibility and ability to 
thirst quenching fall into the category of "very important" 
while the rests are rated as important. From this result, 
we can say that hotness, freshness, ease of accessibility 
and the ability to thirst quenching are critical factors 
affecting the choice of drinking tea in Hong Kong. 
In order to find out the ranking of all these 
criteria, we assign weight to the degree of importance. 
"Very, very important11 scores 4 points, "very important" 
gets 3 points, "important" gets 2 points and finally "not 
at all important" gets 1 point. Therefore, through adding 
up all the points, we can have an overall picture about the 
ranking of the criteria. Considering the column of total 
score in Exhibit 6.15, it is obvious that hotness ranks as 
the most important attributes among all the others, then 
followed by freshness, ability to thirst quenching, ease of 
accessibility, artificialness, price and lastly, the 
variety. 
78 
Exhibit 6.15: Criteria for selecting tea 
： . N o t a t a 1 1 Very Very, very Total Description important Important important important score 
Hotness 38 61 164 173 1344 
Freshness 23 85 169 159 1336 
Ease of accessibility 64 135 170 67 1112 
P r i c e 84 157 139_ 56 1039 
Variety 114 174 115 33 939 
Artificialness 63 175 126 72 1079 
Ability to thirst 36 101 176 123 1258 
quenching 
Implications: 
As the criteria of choosing tea is quite clear now, we 
can based on these criteria to evaluate any tea which is 
going to launch in the market, including RTD tea. With 
these criteria, it becomes more easy to estimate the 
success of any tea to be launched. If it is found that the 
attributes of the tea going to be launched do not match 
with the criteria stated as above, most probably, it will 
have a higher failure rate. On the other hand, the above 
ranked criteria can also help us to give priority to the 
attributes, we can now identify the most important 
criterion and then provide a product that match with this 
criterion while putting less emphasis on the next important 
criteria. 
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2. Perception towards RTD Tea 
t 
Results: 
Referring to Exhibit 6.16, RTD tea gives a perception 
of moderate in regards to hotness, freshness, ability to 
thirsty quenching and artificialness while ease of 
accessibility is excellent, price and variety are good. 
From the column of total score, it is shown that hotness, 
which has the smallest score, is the major weakness of RTD 
tea, then next come is the healthiness/artif icialness, 
freshness and the ability to thirst quenching. 
Exhibit 6.16; Perception of specific attributes of RTD tea 
Total Descriptions Poor Moderate Good Excellent score 
Hotness 122 211 60 3 738 
Freshness 233 76 11 818 
Ease of accessibility 7 14 183 192 1358 
Price 12 62 234 88 1192 
Variety of RTD tea 15 124 222 35 1073 
Healthiness, artificialness 117 222 47 10 746 
Ability to thirst quenching 34 206 142 14 932 
Implications: 
Interviewees show fair attitudes towards RTD tea. 
Apart from the ease of accessibility which is rated 
excellent, a lot of criteria like the hotness, freshness, 
ability to thirst quenching and artificialness are rated as 
moderate. This means that although RTD tea is quite 
convenient, cheap, and there are a lot of varieties 
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available, it is not fresh, hot, effective in driving 
thirsft away and healthy enough in the respondents丨 minds. 
As shown in Exhibit 6.15, freshness and the ability to 
thirst quenching is relatively important, it is 
discouraging to see the above results. As the people have 
a poor perception in the hotness, freshness and the ability 
to thirst quenching, it is necessary for us either to 
communicate more with the public to improve the image of 
RTD tea or to modify the product itself so that it can meet 
the requirements of the public. On the other hand, we c^ ri 
put more emphasis on the convenience, the wide variety and 
the reasonable price of RTD tea to attract those people who 
value these attributes relatively important to purchase RTD 
tea. 
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3- Perceptions of RTD Tea's Attributes and 
their Importance to their customers 
Exhibit 6.17 Quadrant analysis of RTD tea's attributes 








Not at all 
Important 6 Very [ 
1 Important 
jj I 








7-Ability to quench thirsty j 
I 
I 
From the quadrant analysis shown in Exhibit 6.17, it 
is clear that most of the attributes of RTD tea fall into 
Quadrant II which means that RTD tea can able to provide 
some benefits to its drinkers. However, the ranking of the 
attributes in Quadrant II is not very high. The attributes 
that have a higher score are the ease of accessibility, the 
price and the varieties RTD tea offered. This means that 
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these attributes will be the strengths of RTD tea. 
Therefore, we can use these attributes as our selling 
points to persuade others to drink RTD tea. For the other 
attributes in Quadrant II, their ranking is quite low. 
This implies that we should put more emphasis to reinforce 
these attributes. 
As mentioned in Chapter 3, Quadrant IV is the problem 
quadrant. For this case, the perception of people towards 
hotness and healthiness fall into this problem quadrant. 
People consider hotness and healthiness of RTD tea as poor, 
however, they value these two attributes as very important 
factors. Therefore, if we want to make RTD tea to survive 
in the market, we should focus more on its hotness and 
healthiness. This implies more effort should be made on 
marketing and product adjustments to make RTD tea1s launch 
be a success. 
F. Attitudes towards RTD Tea 
1. General Attitudes towards RTD Tea 
Result: 
By applying the compensatory model, A = S W.Bi , the 
following information can be found. 
Calculated sample mean = 44.54 = x 
Standard derivation = 8.63 = S 
Number of observation = 398 = n 
Population mean = 59.5 = u 
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The z score will be: 
z = (x - u)/Sx 
where Sx = 8.63/398172 
=0.4326 
therefore, z = (44.54 - 59.5)/0.4326 
=-34.58 
With the confidence level of 95%, the critical value 
of z will be -1.64. Since the z score is -34.58 which is 
smaller than -1.64, we can reject the null hypothesis. 
Implications: 
That means, the people in Hong Kong do not show a 
favorable attitudes towards RTD tea. In other words, 
people in Hong Kong show an unfavorable attitudes towards 
RTD tea. It may suggest that Hong Kong at this moment is 
not the right time and right place to launch such tea. 
2• Relationships between Attitudes and Personal Attributes 
In the following section, we will simplify the 
analysis by dividing the attitudes of people towards RTD 
tea into favorable and unfavorable attitudes. Those 
respondents with the attitudes score larger than 59 are 
considered to have favorable attitudes while the others are 





Among the 398 respondents, two have not revealed 
his/her sex. The distribution of attitudes and sex is 
shown in Exhibit 6.18. 
Exhibit 6.18 Relationships between attitudes towards RTD 
tea and sex 
Count 
Column % Row 
Total % Male Female Total 
Unfavorable 115 262 377 
Attitudes 92.7 96.3 95.2 
29.0 66.2 
Favorable 9 10 19 
Attitudes 7.3 3.7 4.8 
2.3 2.5 
Column Total 124 272 396 
31.3 68.7 100.0 
Chi-Square Test: 
Value = 2.39190 Significance Level = 0.12196 
Missing Observations = 2 
From the above data, it shows that the percentage of 
male having favorable attitudes towards RTD tea is higher 
than female which is 7.3% versus 3.7%. However, the 
significance level of the Chi-Square test is 0.12196 which 
is greater than the pre-set level of 0.05. Therefore, sex 
and attitudes are independent to each other. 
工 Triplications: 
The results stated above imply that although male 
seems to have a more positive attitudes towards RTD tea, 
the difference in attitudes between male and female is not 
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great enough to prove that the difference really do exist. 
So, vre can conclude that no matter what sex the respondent 
is, it would not affect his/her attitudes towards RTD tea. 
That means, at this moment, our target consumers, ie. those 
who show favorable attitudes towards RTD tea, would not be 
overwhelmed by a particular sex. So, in case if 
advertisement is used, the focus should not be put on a 
particular sex only, 
b. Age 
Exhibit 6.19 shows that the two age groups have a very 
similar results. About 95% of both age groups have 
unfavorable attitudes towards RTD tea. Furthermore, the 
significance level of Chi-Square test is so large that it 
is no way to claim that attitudes towards RTD tea depends 
on the age. 
Exhibit 6.19 Relationship between attitudes towards RTD 
tea and age 
Count 
Column % Age of Age of Row 
Total % 11-20 21-35 Total 
Unfavorable 157 214 371 
Attitudes 95.2 96.0 95.6 
40.5 55.2 
Favorable 8 9 17 
Attitudes 4.8 4.0 4.4 
2.1 2.3 
Column Total 165 223 388 
42.5 57.5 100.0 
Chi-Square Test: 
Value = 0.14947 Significance Level = 0.69904 
Missing Observations = 10 
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Implications: 
Under most circumstance, younger people are expected 
to be much more willing to accept new ideas and consume 
instant products such as instant noodles. However, the 
above data shows that it is not the case for RTD tea. The 
underlying reason may be that although the youngsters are 
more likely to consume instant products, they do not have 
the habit to drink tea or they would prefer carbonated 
drinks than tea. The attitudes towards RTD tea is not 
affected by the age. Therefore, age would not be a good 
factor to segment the market. 
c. Education level 
Result: 
The statistics in Exhibit 6.20 shows 七hat those people 
who have post secondary education or above are likely to 
show favorable attitudes towards RTD tea when compare with 
those who have a lower level of education. However, like 
the case of sex and age, the significance level of Chi-
Square test is too great to justify the relationship 
between education level and attitudes towards RTD tea. 
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Exhibit 6,20 Relationship between attitudes towards RTD 
tea and education level I 
C o u n t Primary or Post Secondary 
Column % Secondary or above R o w 
T o t a l % Education T o t a l 
Unfavorable 250 127] 377 
Attitudes 96.2 93.4 95.2 
63J 32.1 
Favorable 1 0 9 1 9 
A t t i t u d e s 3.8 6.6 4.8 
^ J 2.3 
Column Total 260 136 396 
65.7 34.3 100.0 
Chi-Square Test: 
Value = 1.50155 Significance Level = 0.22043 
Missing Observations = 2 
Implications: 
In this case, education level is not a factor 
affecting the attitudes towards RTD tea. There is no 
correlation between education level and attitudes. So, we 
cannot use education level to segment the RTD tea market• 
d. Global Exposure 
Result: 
Global exposure in this text means that one has stayed 
in other countries except Mainland China for more than 
three months. The data in Exhibit 6.21 shows that those 
have global exposure are more likely have unfavorable 
attitudes towards RTD tea, but the difference is not 
significant because the significance level of Chi-Square 
test is as great as 0.58416. 
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Exhibit 6.21 Relationship between attitudes towards RTD 
tea and global exposure 
C o u n t Have Global Do not have 
Column % Exposure Global Row 
T o t a l % Exposure Total 
Unfavorable 33 338 371 
Attitudes 97.1 94.9 95.1 
86.7 
Favorable 1 化 19 
Attitudes 2.9 5.1 4.9 
0 3 j 4.6 
Column Total 34 356 390 
8.7 91.3 100.0 
Chi-Square Test: 
Value = 0.29956 Significance Level = 0.58416 
Missing Observations = 8 
Implications: 
Since RTD tea is very popular in Taiwan, Japan and 
some western countries, it is believed that those who have 
stayed in these countries might have tried RTD tea and 
their attitudes might be affected by the culture of the 
countries they stayed in. Surprisingly, the attitudes 
towards RTD tea does not depend on the factor of global 
exposure. It is interesting to note that those who have 
global exposure even show a slightly negative result, 
although not significant, than those who do not have global 
exposure. 
e. Personal Income 
Result: 
Referring to Exhibit 6.22, those who have personal 
income greater than $7,000 are slightly unfavor towards RTD 
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tea. It is shown that 94.9% of those who have less than 
$7,00!0 are showing unfavorable attitudes while 96.1% of 
those who have more than $7,000 are showing unfavorable 
towards RTD tea. As the significance level is so large, 
which is 0.55658, the effect of personal income on 
attitudes is negligible. 
Exhibit 6.22 Relationship between attitudes towards RTD 
tea and personal income 
Count 
Column % Income Income Row 
Total % < = 7,000 > 7,000 Total 
Unfavorable 185 174 359 
Attitudes 94.9 96.1 95.1 
49,2 46.3 
Favorable 10 7 17 
Attitudes 5.1 3.9 4.5 
2 J J 1.9 
Column Total 195 181 376 
51.9 48.1 100.0 
Chi-Square Test: 
Value = 0.34566 Significance Level = 0.55658 
Missing Observations = 22 
Implications: 
From the above data, it implies that attitudes towards 
RTD tea is independent of income level. There is no 
evidence to prove that a higher income level will lead to 
favorable or unfavorable attitudes towards RTD tea. 
G. Appropriate Product Lines for RTD Tea 
In Taiwan and some western countries, most of the RTD 
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tea is added with some flower flavors or fruit flavors 
instead of pure tea. One of the objectives in this study 
is to find out which types of tea should be launched as RTD 
form in Hong Kong, so we have collected some opinions from 
people concerning their preference for adding flavors in 
tea. The information we got and the results will be 
discussed in the following section. 
1. Tea with Added Flower Flavors 
a- Preference for adding flower flavors into tea 
Results: 
From Exhibit 6.23, it is shown that most people has a 
negative attitudes on adding flower flavors into tea. 215 
people, which is 53.2% of the total response to this 
question, think that it is no good to add flower flavors 
into tea. For those who support the idea of adding flower 
flavors into tea, 21.4% of them think that flower flavors 
can improve the smell of tea and make it more attractive 
while the others also suggest that it can make the taste 
better and provide more alternatives of drinks. However, 
those who oppose the idea think that adding flavors into 
tea will affect the nature of tea and it is very weird. 
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Exhibit 6.23: Suitability of adding flower flavors into 
^ tea 
Suitability Reasons Frequency Percentage 
Suitable Without stated reasons 65 15.8 
Better smell 88 21.4 
Better taste 30 73 
More choice 14 3.4 
Suitable: Total 197 4 7 8 
Not suitable Without stated reasons 61 14.8 
Weird 76 18.4 
Affect the nature of tea 51 12.4 
Poor taste 27 6.6 
Not suitable: Total 215 53.2 
hissing observation = 8 
Implications: 
People still do not get used to the concept of adding 
flower flavors into tea. It will be a wise choice to 
introduce some RTD traditional tea instead of inventing new 
combinations of tea and flower flavors. Although RTD 
flower flavored tea is very popular in Taiwan, people in 
Hong Kong is still not ready to accept it on a conceptional 
basis. In order to get a more reliable result, taste test 
should be used to clarify the attitudes towards RTD tea. 
b. Relationship between preference 
for flower flavors and personal attributes 
i. Sex 
Result: 
Among those 420 people who respond to Question 8, the 
percentage for male and female who think that adding flower 
92 
flavors into tea is suitable is approximately equal, that 
is, around 48%. (Exhibit 6.24) The significance level of 
Chi-Square test, 0.92846, is so great that we can say that 
the two variables, sex and preference for flower flavors 
are independent to each other. 
Exhibit 6.24 Relationship between preference for flower 
flavored tea and sex 
Count 
Column % r o w 
Total % Male Female Total 
Suitable to add flower 63 134 197 
flavors in tea 47.7 48.2 4^.0 
15,4 32.7 
Not suitable to add 69 144 213 
flower flavors in tea 52.3 51.8 52.0 
16^ 35.1 
Column Total 132 278 410 
32.2 67.8 100.0 
Chi-Square Test: 
Value = 0.00806 Significance Level = 0.92846 
Missing Observations = 10 
Implications: 
There is no tendency for any sex to have a more 
favorable attitudes towards adding flower flavors into tea. 
ii. Age 
Result: 
As shown in Exhibit 6.25, the percentage of people 
support the option of adding flower flavors into tea varies 
across the different age group. For those who fall into 
the younger age groups except the age group of 16 to 20, 
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over 55% of them oppose to add flower flavors into tea. 
While1 for the elder people, aged from 26 to 35, they 
consider adding flower flavors into tea as an advantage. 
Since the significance level of the Chi-Square is 0.00203, 
which is much less than 0.05, we can conclude that the 
attitudes of people towards adding flower flavors depends 
on their age. Those who are elder are more likely to 
accept flower flavored tea. 
Exhibit 6.25 Relationship between preference for flower 
flavored tea and age 
Count AGE I 
Column % R o w 
T o t a l % 11-15 16-20 21-25 26-30 31-35 Total 
Suitable to add flower 28 58 47 47 13 193 
flavors in tea 40.6 57.4 36.4 60.3 52.0 48.0 
7.0 14.4 11.7 1V7 3.2 
Not suitable to add 41 43 82 31 12 209 
flower flavors in tea 59.4 42.6 63.6 39.7 48.0 52.0 
10.2 10.7 20.4 7.7 3.0 
Column Total 69 101 129 78 25 402 
17.2 25.1 32.1 19.4 6.2 100.0 
Chi-Square Test: 
Value = 16.88510 Significance Level = 0.00203 
Missing Observations = 18 
Implications: 
It is interesting to note that those who are older 
will prefer to add flower flavors into tea. This result 
may due to the fact that the elders are more likely to have 
the habit to drink tea, especially the Chinese tea. For 
some Chinese tea, people are accustomed to add some petals 
of Chrysanthemum or rose into it. Since they have already 
tried such similar product, they are more likely to accept 
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the idea of adding flower flavors into tea. 
iii. Education level 
Result: 
Referring to Exhibit 6.26, it is shown that the 
education level and the preference for adding flower 
flavors seems to have an inverse relationship. For the 
respondents who have primary or junior secondary 
standards, 63.1% of them shows a negative feeling to flower 
flavors while for those who have post graduate standards, 
72% of them express that they welcome the idea of adding j 
flower flavors into tea. With the low significance level 
of Chi-Square test, the relationship between education 
level and preference towards flower flavors exist. 
Exhibit 6.26 Relationship between preference for flower 
flavored tea and education level 
Count Primary or 
Column % Junior Senior Post Post Row 
T o t a l % Secondary Secondary Secondary Graduate Total 
Suitable to add flower 24 101 54 18 197 
flavors in tea 36.9 49.8 46.2 72.0 48.0 
2^6 13,2 4.4 
Not suitable to add 41 102 63 7 213 
flower flavors in tea 63.1 50.2 53.8 28.0 52.0 
10.0 24.9 15.4 1.7 
Column Total 65 203 117 25 410 
15.9 49.5 28.5 6.1 100.0 
Chi-Square Test: 
Value = 9.37327 Significance Level = 0.02472 
Missing Observations = 10 
Implications: 
People with higher education level tend to support for 
� 
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adding flower flavors into tea. 
iv. Personal income 
Result: 
With the significance level of 0.00048, it is shown in 
Exhibit 6.27 that people with higher income except those 
who earn $11,001 to $13,000 per month prefer adding flower 
flavors into tea. Over 50% people with high income level 
express that it is suitable to add flower flavors into tea. 
Exhibit 6.27 Relationship between preference for flower 
flavored tea and personal income 
Count Income 
Column % 
T o t a l % 丨ess than 5001 7001 to 9001 11001 more 
5000 to 7000 9000 to 11000 to than Row 
13000 13000 Total 
Suitable to add flower 83 8 32 15 9 38 185 
flavors in tea 44.9 38.1 58.2 51.7 21.4 64.4 47.3 
21£_ 2.0 8.2 3.8 23 9.7 
Not suitable to add 102 13 23 14 33 21 206 
flower flavors in tea 55.1 61.9 41.8 48.3 78.6 35.6 52.7 
26.1 3.31 5.9 丨 3.6! 8.4 5.4 
Column Total 185 21 55 29 42 59 391 
47.3 5.4 14.1 7.4 10.7 15.1 100.0 
Chi-Square Test: 
Value = 22.19778 Significance Level = 0.00048 
Missing Observations = 29 
Implications: 
Like age and education level, personal income are 
related to the attitudes towards adding flower flavors into 
tea. The higher the personal income, the more likely 
he/she will accept flower flavored tea. 
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2. Tea with Added Fruit Flavors 
I 
a' P r e f e r f i^ n p f Qy adding fruit flavors inl-.n t q 
Results: 
Exhibit 6.28 shows that more people oppose the idea of 
adding fruit flavors into tea. Over three-fourth of the 
people think that it is not suitable to do so. Most people 
argue that they are not accustomed to add fruit flavors, 
except lemon, into tea. 
Exhibit 6.28: Suitability of adding fruit flavors into tea 
Suitability Reasons Frequency Percentage 
Suitable Without stated reasons 18 4.4 
Better smell [2 2.9 
Better taste 29 7.1 
More choice 2.1 5.1 
Suitable: Total go 19.5 
Not suitable Without stated reasons 105 25.5 
Weird 121 29.4 
Affect the nature of tea 57 1,3.9 
Poor taste 48 11.7 
Not suitable: Total 331 70.5 
hissing observation = 9 
Implications: 
Since more people think that fruit flavors is not 
suitable for tea, it will not be a good choice to add fruit 
flavors into tea in the meantime. However, in the western 
world, it is very common to have raspberry and strawberry 
flavors in tea. The low acceptance level of fruit flavors 
97 
in Hong Kong may caused by the fact that people is not 
familiar with the fruit suitable to add into tea such as 
raspberry. 
b. Relationship between preference 
for fruit flavors and personal attributes 
i • Sex 
Result: 
Unlike the case of adding flower flavors into tea, sex 
is a factor affecting people's attitudes towards fruit 
flavors. In Exhibit 6.29, although both sex oppose the 
idea of fruit flavors, the percentage of female oppose the 
idea is far less than that of male which is 74.9% versus 
9 2- 3 %- The difference is significant is this case because 
the significance level of the Chi-Square test is only 
0.00004. 
Exhibit 6.29 Relationship between preference for fruit 
flavored tea and sex 
Count 
Column % Row 
Total % Male Female Total 
Suitable to add fruit 10 70 80 
flavors in tea 7.7 25.1 19.6 
2.4 17.1 
Not suitable to add fruit 120 209 329 
flavors in tea 92.3 74.9 80.4 
29.3 51.1 
Column Total 130 279 409 
31.8 68.2 100.0 
Chi-Square Test: 
Value = 17.05880 Significance Level = 0.00004 
Missing Observations = 11 
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Implications: 
From the above data, it is shown that female are more 
supportive towards the idea of fruit flavors, in case fruit 
flavors tea is launched, it is obvious that we should 
direct our sales effort towards the female. It is because 
female are more likely to be our potential customers, 
ii. Age 
Result: 
As shown in Exhibit 6.30, the difference in attitudes 
towards fruit flavors among the age groups is not very 
great. For those fall into the age group of 11 to 20, they 
show a more positive attitudes towards fruit flavors. 
About 25% of them think that fruit flavors are suitable to 
add into tea. However, for those in the age group of 21 to 
35, only about 15% of them think that fruit flavors are 
suitable to add into tea. Since the significance level of 
Chi-Square test is 0.08708, we cannot conclude that age is 
a factor affecting the attitudes towards fruit flavors. 
Exhibit 6.30 Relationship between preference for fruit 
flavored tea and age 
Count Age 
Column % r o w 
Total % 11-15 16-20 21-25 26-35 Total 
Suitable to add fruit 18 26 21 15 80 
flavors in tea 26.1 25.7 16.2 14.9 20.0 
4J 6J 3.7 
Not suitable to add fruit 51 75 109 86 321 
flavors in tea 73.9 74.3 83.8 85.1 80.0 
12.7 18.7 27.2 21.4 
Column Total 69 101 130 101 401 
17.2 25.2 32.4 25.2 100.0 
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Chi-Square Test: 
丨 Value = 6.56637 Significance Level = 0.08708 
Missing Observations = 19 
Implications: 
Although difference seems to exist in different age 
group, the difference is too small to be justified. 
Therefore, in this case, we cannot use age to segment the 
market. 
iii. Education level 
Result: 
Exhibit 6.31 shows that those with higher education 
level tend to oppose the idea of adding fruit flavors into 
tea. Only 10.5% of them is for the idea. Owing to the low 
significance level, education level is said to be a factor 
affecting the attitudes towards the fruit flavors. 
Exhibit 6.31 Relationship between preference for fruit 
flavored tea and education level 
Count Primary of Post Secondary 
Column % Junior Senior or above Row 
Total % Secondary Secondary Total 
Suitable to add fruit 13 52 15 80 
flavors in tea 20.0 25.9 10.5 19.6 
3£_ 12.7 3.7 
Not suitable to add fruit 52 149 128 329 
flavors in tea 80.0 74.1 89.5 80.4 
• 1Z7 36.4 31.3 
Column Total 65 201 143 409 
15.9 49.1 35.0 100.0 
Chi-Square Test: 
Value = 12.57303 Significance Level = 0.00186 
Missing Observations = 11 
100 
Implications: 
'Since the attitudes towards fruit flavors depends on 
the education level, we can use education level to segment 
the market. From Exhibit 6.31, it shows that those who 
have senior secondary standard are likely to accept fruit 
flavored tea. So, in case we launch such kind of tea, we 
could target at these people first, 
iv. Personal income 
Result: 
With the low significance level, it implies that 
income level is a factor affecting the attitudes towards 
fruit flavored tea. The data shown in Exhibit 6.32 
suggests that those with higher income are more reluctant 
to the idea of fruit flavored tea, 92.1% of them shows a 
negative feeling towards adding fruit flavors into tea. 
Exhibit 6.32 Relationship between preference for fruit 
flavored tea and personal income 
C o u n t 5001 to 7001 to 9001 to more 
Column % <= 7000 9000 11000 than Row 
Total % 5000 11000 Total 
Suitable to add fruit 40 9 15 6 8 78 
flavors in tea 21.4 42.9 28.8 20.7 7.9 20.0 
10.3 23 2.1 
Not suitable to add fruit 147 12 37 23 93 312 
flavors in tea 78.6 57.1 71.2 79.3 92.1 80.0 
37.7 3.1 9.5 I 5.9 23.8 
Column Total 187 21 37 29 101 390 
47.9 5.4 13.3 7.4 25.9 100.0 
Chi-Square Test: 
Value = 18.84536 Significance Level = 0.00084 
Missing Observations = 30 
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Implications: 
Since those with higher income are reluctant to fruit 
flavored tea, we should put our focus to the lower income 
group if fruit flavored tea is to be launched. That means, 
we should position fruit flavored tea as an economical and 
popular drink instead of as a high-end product. 
3. Suggested Types of Tea to be Launched in RTD Version 
Results； 
The respondents are given nine different types of tea, 
which are already available in Taiwan and/or western market 
but not Hong Kong, and are asked to select those teas they 
would like to see in the RTD tea market in Hong Kong. From 
Exhibit 6.33, Jasmine tea is the one that seems to have the 
largest market potential and then followed by mint tea. 
For all those tea with fruit flavors,ie. apple tea, 
strawberry tea and orange tea, the number of people 
supporting them are relatively low. This result matches 
with the result stated in the above section, most people do 
not support the idea of adding fruit flavors into tea. 
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Exhibit 6.33: Suggested types to tea 
! Types of tea Frequency 
Jasmine tea 155 
Orange tea 53 
Apple tea 53 
Strawberry tea 43 
Ceylon tea 30 
Slimming tea 86 
Osmanthus tea 55 
Rose tea 94 
Mint tea iQO 
Implications； 
If new types of tea are launched in RTD version, 
Jasmine tea, Mint tea and Rose tea will be the choices. It 
is unwise to launch any fruit flavored tea at this moment 
since Hong Kong people still cannot accept this idea. 
G. Difficulties of Launching New RTD Tea 
From the experience survey we conducted with the 
participants in the RTD tea market, we find that there are 
some common difficulties they often encounter when 
launching RTD tea in Hong Kong market. The difficulties 
can be classified in the following aspects 一  product, 
promotion and distribution. 
1. Product 
Some of the participants in the RTD tea market 
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admitted that they had conducted informal researches before 
they ，launch new RTD tea products or enter into the market. 
Nonetheless some of them just jumped into the RTD tea as a 
product diversification of their companies without any 
previous studies. After entering into the market, they 
find that it is very difficult to produce a RTD tea which 
can match the taste of the general public. 
Many companies said that people's taste is very 
subjective and unique, one can hardly produce a tea that 
could match with the taste of the majority. In the 
restaurants and fast food shops, people can either adjust 
the amount of sugar added or the length of time tea leaves 
is put into the water to suit their taste. Unlike the tea 
served in the restaurants and fast food shop, RTD tea is a 
kind of standardized product which cannot adapt to the 
different needs of people. It is found that the 
formulation of the taste of RTD tea is a common problem 
faced by the participants in the RTD tea market. 
2. Promotion 
Most of the interviewees in the experience survey 
argued that getting the awareness from the public was 
another difficulty they encountered when launching new RTD 
tea. Since the price of all the soft drinks available in 
Hong Kong is quite low, which ranges from three to seven HK 
dollars for the package of 250ml and 350ml, and the profit 
margin is very low, huge sum of advertising cost or 
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promotion cost cannot be justified unless the volume of 
sales' is very large. Thus, it is impossible to set up a 
comprehensive promotion campaign when a new RTD tea is 
launched. 
Among the various advertising media, television 
advertisement and is the most effective one and it can 
reach a large number of audience* However, it cost 
millions of dollars. Because of the cost of TV 
advertisement, all the participants in the RTD tea market 
except Vitasoy did not promote their products through the 
television. 
The most popular promotion method currently used by 
the participants in RTD tea market are in store display, 
price discount and trial in large department stores. With 
these types of promotion, RTD tea can reach only a small 
number of people, thus affecting its awareness. As we know 
that the purchasing process consists of four stages --
awareness, interest, trial and repeat purchase, having a 
low awareness level will seriously affect the sales of the 
product. 
3. Distribution 
Distribution is perceived as the headache of the 
participants in the RTD tea market. On one hand, since the 
two huge chains of supermarkets ——Wellcome and Park1n 
Shop, have very strong bargaining power, the RTD tea 
participants have difficulties in getting a place in the 
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chain supermarkets. Both supermarkets require the 
participant to pay a deposit as a kind of admission fee if 
it wants to sell a new product in the supermarkets. But if 
the sales of the product is not encouraging, the 
supermarkets have the right to withdraw the product out of 
the shelves without paying back the deposit to the 
participant. Beside the admission fee, there is a long 
list of costs, conditions and regulations the participant 
have to followed if it wants to sell its product in the 
supermarkets. Because of the high cost of acquiring a 
shelves space and the risk of being thrown away, some of 
the RTD tea participants do not sell their products in 
these two supermarket chains in order to save cost. 
On the other hand, for the small stores, many of them 
will not sell new RTD tea products for a few reasons. 
Firstly, these small stores are usually owned by the older 
generations, they are more conservative and reluctant to 
accept new ideas. Secondly, they do not have confidence on 
the new products if the awareness of them are low. 
Thirdly, the storage area is very limited in the small 
stores, therefore the variety of products sold will be 
less. Then, they are more likely to choose those popular 
products such as Coke Cola, San Miguel, Sprite, Vita lemon 





After reviewing the findings and implications of the 
questionnaire and experience survey, some recommendations 
will be given to the existing participants in the soft 
drinks market concerning the timing, product, price, 
promotion, packaging and distribution for any RTD tea 
launch in the Hong Kong market. 
A. Timing 
At present, it seems that it is not a good time to 
launch other new RTD tea in Hong Kong. From the research 
done in this study, it is found that most of the 
respondents show negative feelings towards RTD tea than 
positive feelings. Therefore, a massive launch of the RTD 
tea may not have a promising return. This implies that the 
Hong Kong market is not mature enough for launching new RTD 
tea. In addition, since most of the people still prefer to 
have freshly made tea, and there are lots and lots of 
restaurants and fast food shops in Hong Kong, RTD tea will 
face great problems in market penetration. 
Being an innovator in an unmatured market, a lot of 
marketing efforts may be wasted. As mentioned by Mr. L. 
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Fung, the marketing manager of WLK herbal tea, when Pokari 
first, started to launch in Hong Kong ten years ago, they 
have had a very difficult time. At that time, the 
consumers were not ready to accept sports drinks. Thus, 
Pokari had spent unnecessary efforts as being a market 
leader to launch sports drinks ten years ago. If Pokari 
was launched at the right time, they may have a fast and 
favorable return. 
However, as this is just a preliminary study on the 
RTD tea, the negative results obtained from this research 
will not mean that there is no possibility of launching RTD 
in Hong Kong successfully. In this research, we are just 
exploring the attitudes towards RTD tea as a whole. There 
may be the case that people show a very favorable attitudes 
towards a particular type of tea, just like the lemon tea. 
Further studies should be made on a particular tea such as 
Jasmine tea, which many people wanted to see its 
introduction as suggested in the research. With the 
precise type of tea is stated, the information obtained 
will be more reliable and a better estimate of the 
potential of the market can be yielded. 
B. Product 
From the results of this research, it is shown that 
people's wits towards tea and RTD tea is totally different. 
People heed convenience of RTD tea as the most important 
attribute but heed tea to be fresh, less artificial, and 
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hot. Promotional strategies will be lengthy and hard if it 
is t6 tide up the two drinks. Therefore, marketing 
strategies should try to re-position RTD tea as a kind of 
soft drinks that is natural so as to capture both the 
people who are used to drink carbonate soft drinks and 
those who have the habit of drinking tea. if RTD tea is 
position as a new soft drinks in Hong Kong, promotions 
should emphasis that it is a new generation of drinks 
which is very light, healthy, convenience and thirst 
quenching. Besides re-positioning the RTD tea in people's 
mind, continuous modifications and studies on the taste of 
RTD tea is also needed. This can guarantee that it can 
match the taste of the majority. 
Diet version should be added into the RTD tea 
category. It is found in the research that people think 
slimming tea is one of the tea that they really want to see 
in RTD version. In addition, more and more carbonate 
drinks are launched in diet version. It will be a good 
idea to introduce diet lemon tea. Since lemon tea is 
already very popular in the market, a launch of diet lemon 
tea will be low risk but promising. It is engrossing to 
note that Pepsi Lipton JV in New York, USA, has also 
launched diet tea as their first step towards the RTD 
market. Thus, as the whole world is getting more health 




In this study, we find that income level and attitudes 
towards RTD tea do not have any significant correlation. 
This infers that people will not make their purchasing 
decision solely based on the price. A slightly higher than 
normal price will not deter the people from buying the 
drinks. However, our study is only a preliminary study, we 
are not taking a particular type of tea to be analysis. To 
develop a competent pricing strategy, it is necessary to 
decide the positioning of the product first. If it is 
positioned as a high-end product, premium pricing strategy 
should be adopted. So, we recommend that further study 
should be made on the positioning of RTD tea first. 
D. Promotions 
With reference to the results of the research, people 
thinks that the advantages of drinking RTD tea are 
convenience, fast in thirst quenching, price is reasonable, 
and there is a good variety of RTD tea available. However, 
the freshness is poor, artificialness is relatively high, 
healthiness and hotness of RTD tea is poor. Promotions 
shall try to' educate the public that RTD tea is not an 
artificial drink while it is a natural and health drinks. 
The promotion theme used should pay more emphasis on the 
healthiness of RTD tea. The studies on the anti-cancer 
effects and tooth decay preventive effect of tea done in 
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the US should be cited to reinforce the image of 
healthiness of RTD tea. In addition, the boom of RTD tea 
market in US should be cited in the promotion because it 
can increase the confidence of both the end users and the 
distributors. 
On the other hand, it is better to have an extensive 
promotion trial given to the public. This type of 
promotion not only can increase the awareness level, but 
also give people a chance to realize what RTD tea is. We 
do agree that many people are reluctant to try new things, 
but after they take the first trial, they will usually 
become the repeat purchasers. Many participants in the RTD 
tea market are already undertaking this kind of promotion, 
but their scale is relatively small and is usually 
restrained in the large department stores. From our point 
of view, the promotion trial can be done in a larger scale. 
And it can be done in another forms such as sponsor* some 
school or organization functions, distribute free sample 
packs in the street and attach the new product to other 
existing product offered in the market as free gift. 
Through implementing all these method, its awareness can be 
much inore improved without spending huge sum of money on 
television advertisement. 
E. Packaging 
From the results, it is obvious that most of the 
people value freshness as a very important attribute of 
Ill 
t e a‘ but the freshness of RTD tea is perceived as very 
poor•， Apart from the existing 250ml and 375ml Tetra Brik 
packages, we recommend that it should be packed into 
cartons of size 236 ml and 1 quarter. These kinds of 
packages are widely used in packing fresh milk, fresh 
soybean milk, fresh oranges and apple juices, thus the 
package itself already can convey the image of freshness to 
the public. if RTD tea are packed in such carton boxes 
with a valid date printed on the carton boxes, this may 
change the image of RTD tea. The public will change its 
poor perception on the freshness of RTD tea and have 
confidence that it is freshly brewed and packed. 
Presently, we can find some tea packed in plastic 
bottles. It is really a silly way to pack tea because when 
RTD tea is packed for a certain period of time, the color 
of tea will change and become blur. Although this will not 
affect the taste of tea, the outlook of the blurred tea 
will surely lower the sales. Moreover, as people already 
perceive that RTD tea is poor in its freshness, the blurred 
tea may create a negative feelings or even demotions 
effects. 
F. Distribution 
Distribution in the consumer products is quite 
arduous. As the bargaining power of the two giants chains 
of supermarket is stupendous, some participants in the RTD 
tea face many problems when negotiating shelves spaces to 
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sell RTD tea in these supermarkets. Consequently, we 
recommend the participants in the RTD tea market to do a 
study on the acceptance level of the distributors or the 
distribution outlets prior to actual launch of the new 
product. This can help the participants to have a better 
estimate of the sales because knowing only the public1s 
attitudes towards the new product is useless if the 
distribution outlets do not have confidence on the product 
and refuse to sell it. 
On the other hand, the participants should do more 
trade promotion to persuade the distribution outlets to 
sell the product so that an extensive distribution network 
can be set. To deal with the chain supermarkets, we advise 
the participants to use the sales of their existing 
products to argue for a shelves space. 
In addition, it is better to launch new RTD tea in the 
Japanese department stores first. In these Japanese 
department stores, they will not charge for any admission 
fee for new products and they are quite welcome for 
innovative products. Another advantage to sell the product 
in Japanese department stores is that those who shop around 
the Japanese department stores are usually innovators, they 
are more likely to accept new idea. Then, after 
establishing a constant sales, entries into the large chain 
supermarkets will not be a difficulty any more. 
With regards to the productions of RTD tea, a 
franchise cost is needed to pay to the Tetra Brik company 
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when using the Tetra Brik method for packaging. Therefore, 
a large production volume will lower the production cost. 
To solve the problem of high production cost, distributing 
the RTD tea to the China market will be a solution to help 
to create a big production volume for the RTD tea. If the 
drinks can be sold in the China market, it will sure helped 
to lower the production cost as the economy of scale was 
met. 
G. Conclusion 
In spite of the fact that the result is negative, 
further education to the public on the concept of RTD tea 
may helped to get a promising outcome in the future. From 
a study done by the National University in Taiwan, it 
states that the potential of situation to affect the 
adoption intention depends on the general attitude towards 
the product and the latitude in adopting it51. Thus, if 
more and more people know what RTD tea is and have a 
positive feelings towards it, the sales of it should be a 
favorable one. 
51 Lai, Albert Wenben. "Consumption Situation and 
Product Knowledge in the Adoption of a New Product." 
European Journal of Marketing, Vol: 25, Iss: 10, Date: 
1991, pp. 55-67. 
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APPENDIX 1 
RTD Tea Participants in USA 
List，of companies and joint ventures that are actively 
involving in the RTD tea market in United States: 
1. Snapple 
2. Everfresh USA/Everfresh Canada 
3• Crystal Geyser (Tejava) 
4. Ferolito, Vultaggio & Sons (Brooklyn, NY) 
5. Koala Springs International (Fremont, CA) 
6. Mad River Traders (Stowe, VT) 
7. Apple & Eve 
8- Coca-Cola Nestle Refreshments (CCNR) - formed by Coke 
and Nestle 
9. Pepsi Lipton tea partnership 
10. Barq's and Luzianne tea partnership 
11. A&W Brands, Inc. and Tetley Inc. tea partnership 
12. Cadbury and All Seasons tea partnership 
13. Perrier and Celestial Seasonings tea partnership 
14. Viho Foods and 4C tea partnership 
APPENDIX 2 
for official use 
(1-3) 
We are a group of MBA students of the Chinese University of Hong Kong and are 
currently conducting a questionnaire on the soft drink market in Hong Kong. The following is a 
questionnaire consisting 4 pages and will only takes you 10 minutes to finish. We wni deeply 
appreciate if you could help us to fill it up. The data wHI be kept confidential. 
note 1 : Tea in this questionnaire mean drinks that is made from tea leaf e.g. lemon tea, Chinese 
tea. 
2 : Unless stated separately, please put an "X" in the appropriate blank to indicate your 
choice of selection. 
Section One: 
1. Do you drink tea? (4) 
(1) yes (goto question 3) 二 (2) no 
2. You do not drink tea because (you may choose more than 1 answer) (5) 
(1) it is expensive (6) 
(2) it taste bad (7) 
(3) it is difficult to access (8) 
(4) it cannot release thirsty (9) 
(5) its preparation method is complicated (10) 
—— (0) others (please specify ) 
** goto question 12 ** 
3. Do you drink hot or iced tea? (11) 
一 (1) hot 
— (2) cold 
(3) both 
4. How often do you drink tea? (12) 
__ (1) more than 7 times per week 
_— (2) 6-7 times per week 
— (3) 4-5 times per week 
__ (4) 2-3 times per week 
_ (5) less than 2 times per week 
5. Where do you get your tea? (Please rank the first 3 places, use 1 to indicate the place 
you get most of your tea, 3 as the least frequent) 
__ (1) restaurants (13)__ 
(2) home made (14) -
—„ (3) supermarket (15) 
— (4) convenience store (e.g. 7-eleven, circle-K) 
___ (5) vending machine 
(0) others (please specify ) 
6. You drink tea because (you may choose more than 1 answer)' — (1) it can release thirsty (16)—— 
二 (2) it is healthy 旧 一 
一 (3) it taste good — 
— (4) it is a fashion 口 一 
―： (5) I used to it ； ; — 
(6) it is less artificial ^ 一 
(7) it can help to stay awake j^ J 
二 (0) others (please specify ) ( ) 
7. What kinds of tea do you currently drink? (Please rank the first 3 places, use 1 to 
indicate the kind that you drink the most, 2 the second ... etc.) for official use 
(1) Jasmine tea (24) _ 
丨2i Pu Erh tea (25) 
(3) Oolong tea (26) 二 
(4) Tikuanyin tea 
(5) Shuixian tea 
(6) Chrysanthemum tea 
(7) herbal tea 
—— (8) lemon tea 
(9) tea with milk 
(0) others (please specify ) 
8. Do you think it is suitable to add some fragrance of flowers to tea? 
(1) yes, suitable (reason ) (27) 
(2) not suitable (reason ) 
9. Do you think it is suitable to add some fragrance of fruits to tea? (28) 
(1) yes, suitable (reason ) 
(2) not suitable (reason ) 
10. What would you substitute for tea if it were not available? (Please rank the first 3 
drinks, use 1 to indicate the kind that you will choose the most, 2 as the second ... etc.) 
— (1) coffee (29)— 
(2) soft drinks (e.g. coke, 7-up) (30) 
(3) water (31)__ 
—— � beer 
— (5) fruit juice 
(6) milk 
一— (7) sport drinks (e.g. Pokari, Striker) 
(8) dairy products (e.g. chocolate) or soybean drinks 
—一 (0) others (please specify ) 
11. Under what situation you will choose to drink tea (iced or hot) instead of other kinds of 
drinks? (you may choose more than 1 answer) 
(1) during meals (32)— 
二 (2) after meals ( 3 3)— 
— (3) after sports (34) — 
_ (4) just because you are thirsty ! 一 
___ (5) when you feel tired (36)— — (0) others (please specify ) (37)—— 
12. What kinds of drinks do you drink most (except water)? (Please rank the first 3 drinks 
that you will choose, use 1 to indicate the drink that you prefer the most, 2 the second ... 
etc.) J28)一 
(1) tea (no matter Chinese style or Western style) (39)—— 
~ (2) coffee ( 4 0)— 
:: (3) soft drinks (e.g. coke, 7-up) 
一 (4) instant soup 
：二 （5) beer 
(6) fruit juice 
(7) milk 
: (8) sport drinks (e.g. Pokari, Striker) 
“— (9) dairy products ( e.g. chocolate) or soybean drinks 
— (0) others (please specify -) 
Section Two: 
For questions 13 to 19, please put an "X" in the appropriate blank to indicate your opinion about 
the importance of the following attributes when having a cup of tea. for official use 
Very Important Not at all Important 
(4) (3) (2) (1) 
13. hotness (41)_ 
14. freshness (42) 
15. accessibility (43) 
16. price r (44) 
17. large varieties (45) 
W V M a ^ M I I II I I I • I � ‘ 18. naturalness (46) 19. the ability to release thirsty (47) 
Section Three: 
20. Have you ever tried any Ready-To-Drink (RTD) tea? (48) 
(1) yes (goto question 22) 
= (2) no 
21. Will you try Ready-To-Drink (RTD) tea? (49) 一 
一 (1) yes 
— ( 2 ) no 
goto question 33** 
22. Which kind(s) of Ready-To-Drink (RTD) tea have you ever tried? (you may choose 
more than 1 answer 
一 (1) tea with milk ' (50) 一 
(2) lemon tea (51) 
(3) herbal tea (52) 一 
__ (4) Oolong tea (53) 
___ (5) Chrysanthemum tea (54) 
—— (0) others (please specify ) (55)— 
For questions 23 to 29, please put an "X" in the appropriate blank to indicate your opinion on the 
following attributes on Ready-To-Drink (RTD) tea. 
(1) (2) (3) (4) 
Poor Moderate Good Excellent 
23. RTD tea is cold __ __ __ __ ( 5 6)— 
24. RTD tea is not fresh 一 一 —— （57)—— 
25. RTD tea is hard to access —— （58) 
26. RTD tea is high in price (59) 
27. RTD tea do not have a large varieties (60) _ 
28. RTD tea is full of artificial substance 丨 （61)— 
29. RTD can release thirsty quickly —— （62)—— 
30. How often do you drink Ready-To-Drink (RTD) tea? (63)—— 
__ (1) more than 7 times per week 
= : (2) 6-7 times per week 
(3) 4-5 times per week 
(4) 2-3 times per week 
: (5) less than 2 times per week 
31. Do you think there are enough varieties of Ready-To-Drink (RTD) tea in the market? (64) 一 
(1) yes, enough 
—_ (2) not enough 
32. Which kind(s) of tea you would like to add to the RTD tea market? for official use 
(1) Jasmine tea (65) 
(2) orange tea (66) 
(3) apple tea (67) 一 
一 (4) strawberry tea (68) 
(5) Ceylon tea (69) __ 
(6) slimming tea (70) 
(7) Osmanthus tea (71) 
二 丨 R o s e tea (72) __ 
— (9) Mint tea (73) 一 
(0) others (please specify ) (74) 
Section Four: Personal Data 
33. Your sex 一 (1) male 一 (2) female (75) 一 
34. Your age at January 1, 1993 (regardless of month) 
— (1) under 10 一 (6) 31 to 35 (76) 一 
—了 (2) 10 to 15 一 (7) 36 to 40 
二 (3) 16 to 20 一 (8) 41 to 45 
—— (4) 21 to 25 一 (9) 46 to 50 
I I I (5) 26 to 30 一 (0) 51 and over 
35. Your educational level — (1) primary (7了) 
二 (2) junior secondary (form 1 to 3) 
：二 (3) senior secondary (form 4 to 7) 
(4) college, university or equilvant 
— (5) post graduate or above 
她— (0) others (please specify ) 
36. Have you been living in other countries (except China) for more than 3 months in the 
last five years? (78) 
— � yes 
一 (2) no 
37. Your monthly personal income is (79) 
— (1) HK$ 5,000 or below 
— (2) HK$ 5,001 to HK$ 7,000 
二 (3) HK$ 7,001 to HK$ 9,000 
：二 (4) HK$ 9,001 to HK$ 11,000 
(5) HK$ 11,001 to HK$ 13,000 
二 (6) HK$ 13,001 to HK$ 15,000 
= (7) over HK$ 15,000 
This is the end of the questionaire. Thanks a lot, we really appreicate your help granted to our 
project. 
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註1: ”茶”一詞在本問卷泛指用茶葉泡製而成的飲品，如檸檬茶，奶茶，香片等 丨 
註 2 :除了特別註明外，請在適當橫線上加上” ^ 號 . 丨 
第 - 部 份 I 
1.請問您喝不喝茶類飲品？ 1 (4) „ „ 
( 1 )喝（續第 3條） | 
( 2 )不喝 | 
2.您不喝茶類飲品的原因是？（可選擇多項答案） 丨 
—— ( 1 )太貴 /不化算 丨（5) —__ 
_ _ ( 2 )味道不好 丨（6) 
� - ( 3 ) 太 難 買 到 （ 與 其 他 飲 品 比 較 ） 丨（7) „ „ 
— — ( 4 ) 不 能 解 喝 丨（8) „ „ 
— — ( 5 ) 準 備 方 法 繁 複 丨 ( 9 ) ― ― 
——( 0 )其他（請註明： ) 丨 （ 1 0 ) 一 
» 請 跳 至 第 1 2 條 繼 缠 作 答 1 
i 3 .您喜歡喝的是凍茶還是熱茶？ I (11) „ „ . 
( 1 )凍茶 丨 
― ― ( 2 ) 熱 茶 I 
— — ( 3 ) 二者皆喜歡 I 
4 .您平均每星期喝茶類飲品多少次？ I ( 1 2 ) —一 
—— ( 1 )每星期 7次以上 I 
— — ( 2 )每星期 6 - 7次 
— — ( 3 )每星期 4 - 5次 I 
— — ( 4 )每星期 2 - 3次 
— — ( 5 )每 星 期 2次 以 下 
5.您會在那裡購買茶類飲品？（請以1-3排列您的習慣，1為最常，而3為最不常） 丨（13) 一 „ 
_ _ „ ( 1 )茶樓酒家 ！ ( 1 4 ) - - - -
一 (2)超級市場 I ( 1 5 )----
— „ (3)便利店（如7-ELEVEN, (1K便利店） 丨 
_ (4)自動售賣機 J 
— — ( 5 ) 家 裡 自 製 
――( 0 )其他（請註明： ) 
6 .您喝茶類飲品是因為：（可 ®擇多項答案） ！ 
_ ( 1 )茶類飲品能解渴 二 一-一 
„ — ( 2 )茶類飲品是健康飲品 = _ — — 
— — ( 3 ) 味 道 好 q — 一一 
— — ( 4 )喝 茶 類 飲 品 是 一 種 潮 流 )1：\ —— 
__„ (5)您有喝茶類飲品的習慣 ^ 
——( 6 )茶類飲品含有較少人造化學成份 ^ 一— 
(7)茶類飲品能幫助消除疲勞/提神 ^ —_一 
_ 一 „ ( 0 )其他（請註明： ） 丨（）――一 
• •••••••••••丨|_|_1圓1丨_1 •• ••••••I • • I UMPMB—H—WTirn i'F‘ i^ rtt^ B 
I請勿瑱寫此攔 
l7.您目前比較常喝的是甚麼茶類飲品？（只須排列出3種；請用1代表最常喝的，2為次常喝 ) I (24) __一_ 
——( 1 )番片茶（茉莉花茶） 1 ( 2 5 ) -―_ 
_ (2)普泪茶 | ( 2 6 ) -
_ (3)烏龍茶 ’ 
— 一 _ ⑷ 鐵 觀 音 1 
(5)水仙茶 ， 
( 6 )菊花茶 1 
— — ( 7 )清 涼 茶 （ 青 草 茶 ） 
— — ( 8 ) 檸 檬 紅 茶 
一 (9)奶茶 
— 一 ( 0 )其他（諳註明： ) 
8 .如果在您常喝的茶類飲品中加上一些花香，您認為適合嗎？ . | ( 2 7 ) 
(如加上桂花香或玫瑰花香於香K或鐵觀音中） 
_ _ _ ( 1 )適合（原因： ) | 
— 一 (2)不適合(原因： ) | 
9 .如果在您常喝的茶類飲品中加上一些水果味，您認為適合嗎？ ！ ( 2 8 ) 一一 
(如加上橙味，蘋果味或士多啤梨味於西式紅茶中） 
_ ( 1 )適合（原因： ) | 
| __„ (2)不適合(原因： ) J 
10.如您沒法找到茶類飮品，您會喝甚麼來代替？ , ！ {(11\ -一一 
(請以1代表代替品的首選， 2為次代替品，如此類推，只須列出首 3種） ^ 
_ „ ( 1 )咖啡 ^ ； — — 
(2)汽水（如可樂，t喜） 
— — ( 3 ) 清 水 
— — ( 4 ) 啤 酒 
„__ (5)果汁 
一 (6)鲜奶 
二二二 (7) a動員飲品（如寶礦力’益力加〉 — ^ ： 
(8)其他奶類飲品（如豆奶，朱古力’好立克，阿華田等） 
— — ( 0 )其 他 （ 請 註 明 ： ） | 
11.在甚麼情況下您會選擇喝茶類飲品而不喝其他飲品？（可選擇多項答案） | 
— ⑴ 、 歷 時 (33) 二 
- - � ^ I (34).... 
_„_ (3)蓮動後 丨 � 3 5 ) 
_ _ 一 _ (4)純粹因為口渴 丨（ 3 6 )—— 
― 一 （ 5 ) 疲 倦 D ) 丨（37)：：：： 
‘ — — ( 0 ) 其 他 （ 請 註 明 ) 丨 
Q 丨（38) 
12.除了清水，您最常喝的飲品是� n � 力 丨 山 ^ ^ 击 、 丨（39) 
( 1 4《代表您最想喝的， 2為次最常喝的..…，如此類推，只須列出首 3種） | ^ ^ — 
___ ( 1 )茶（不論中式或西式） | 
一一 (2) _ 啡 1 
“ ( 3 )汽水（如可樂， t喜） 丨 
. . ( 4 )即食湯 | 
(5)啤酒 丨 
— — ( 6 ) 果 汁 1 
(7)鮮奶 � | 
-一 ( 8 )蓮動員飲品（如寶礦力，益力加），^ ^ | 
— — ( 9 )其他奶類飲品（如豆奶，朱古力，好立克，蚵举田等〉、 | 
一 (0)其他（請註明： ) 
i _ ^ 
第 二 _ ！ 請 _ 寫 _ 
I 由第 1 3至 1 9條是想知道你在喝茶時所注重的因素，請在最能形容你的觀點的地方瑱上一個，號. 丨 
重要性 丨 J 
(4) (3) (2) (1) | 
丨13.茶是否熱 非 常 重 要 ― ― _ „ _ _ _ „ — _ _ 完 全 不 重 要 | (41) 
14 •茶是否新鮮 非常重要 完全不重要 I ( 4 2 ) “ 
茶能否容易被収得 非常重要 完全不重要 I (43) 
16.價錢 非 常 重 要 „ _ _ „ _ _ 完全不重要 I (44) 
17.茶的種類多少 非常重要 完全不重要 I (45) — „ 
1 8 . 茶 是 否 健 康 及 天 然 歆 品 非 常 重 要 _ „ _ 完 全 不 重 要 丨（46) „ „ 
19 •解渴程度 非常重要 完全不重要 I (47) „ „ 
i第 三 部 份 I 
20.您有沒有喝過 "現成”的茶--即指紙包或罐頭包装的（如維他奶茶，日本罐頭烏龍茶和陽光檸檬茶）I (48) _„_ 
— — ( 1 ) 有 （續第22條） 丨 
— — ( 2 ) 沒 有 丨 
21 •您會否嘗試”現成”茶？ I (49) „__ 
— ⑴ 會 I 
____ ( 2 )不會 丨 
» 請 跳 至 第 3 3 條 作 答 丨 
22.您曾喝過以下那一種”現成”茶？（可選擇多項答案） I 
( 1 )奶茶 丨（關）__„ 
— „ (2)檸檬茶 丨（51) „ „ 
(3)清涼茶 丨（52) 一 
„ — (4)烏龍茶 丨（53) - _ „ 
„ „ (5)菊花茶 丨（54) _ 一 „ 
—— ( 0 )其他（請註明： ) ‘ 丨（巧） 
|由第23至第29條是一些用來形容”現成”茶的句子，請在適當的位置上”―”表示您的觀點 丨 
(1) (2) (3) (4) 丨 
差 適中 好 非常好 I 
23.”現成”茶的熱度 _—— _—_ 一_„ - 丨 （ 5 6 ) -
M 24.”現成"茶的新鮮程度 „ „ „ „ _ —— 丨（W) 
25.購買”現成”茶的容易程度 _ ---- 丨 们 一 一 
26.現成”茶的價錢 —— - ---- | 一一 
27.”現成"茶的種類 —— —— ---- ^ —— 
28."現成"茶的化學成份 - ―― —-- ^ ―― 
29."現成”茶的解渴程度 ―― ---- —-- —-- ( 6 2 ) 
30.您平均每星期喝"現成”茶多少次？ J ( 6 3 ) — — 
—— ( 1 )每星期 7次以上 
—__ (2)每星期6-7次 
— 一 _ (3)每星期4-5次 
— — ( 4 )每星期 2 - 3次 1 
— — ( 5 )毎 星 期 2次 以 下 1 
nm • IIIMIHIIWHIH II I • II •MilllHIIHIIIHIimiHIIIIIMII I III _ll_l1麵lllllll •••旧mHIMIim—l 
31-想覺得市面上的“現成”茶種類足夠嗎？ 丨 填 寫 此 稱 
_ ( 1 ) 夠 、 , — — 
— — ( 2 ) 不 夠 | 
32 •您跫得”現成"茶的種類可加上以下那種？ 丨1 
一 一 ( 1 )香片茶（茉利花茶） ( 6 5 ) 
( 2 ) 橙 味 紅 茶 ‘ 6 6 ―― 
— — ( 3 )蘋果味紅茶 6 ? ― ― 
— — ( 4 ) 士多H卑梨味紅茶 I ( 6 8 )—一一 
( 5 ) 錫 蘭 茶 | (6QN 
- ( 6 ) 減 肥 茶 丨 （ 7 0 丨 — — 
——(7)桂花茶 I (71) 
-(8)玫瑰茶 I (72)—— 
— — ( 9 )薄简味紅茶 丨（ 7 3) 一 
一 ( 0 ) 其 他 （ 請 註 明 ： ) 丨 （ 7 4 ) 二二 
第四部份 | 
； 個 人 資 料 ！ 
| 33.您的性別： _ „ _ ( 1 )男 _ ( 2 〉 女 丨 （ 7 5 ) ____ 
34•您於1993年1月1日的歳數（除去月份不計） 丨 （ 7 6 ) 
_ (1) 1 0歳或以下 丨 ―― 
. ( 2 ) 1 1至朽歳 丨 
— „ ( 3 ) 16至20歳 | 
____ ( 4 ) 21至25歳 丨 
(5 ) 26至30歳 丨 
( 6 ) 3 1 至35歳 丨 
( 7 ) 36至40歳 丨 
( 8 ) 4 1 至45歳 | 
_ _ „ (9 ) 46至50歳 | 
— — ( 0 ) 5 1歳或以上 丨 
35.您的學歷 丨 （ 7 7 ) _ 
_ _ „ ( 1 ) 小 學 丨 
____ ( 2 )初中（中一至中三） 丨 
( 3 )高中（中四至中 t ) 丨 
— — ( 4 )大專或大學 丨 
— — ( 5 )大學以上 | 
( 6 )其他（請註明： ) | 
36.您在過往5年内有沒有在其他國家(除中國大陸)居住多過三個月？ 丨（78) 
— ⑴ 有 . 丨 
— — ( 2 ) 没 有 丨 
37.您的個人月入為 丨（79)—— 
„ — (1) HK $5,000 或以下 I 
(2) HK $5,001 至 $7,000 I 
(3) HK $7,001 至 $9，000 I 
(4) HK $9,001 至$11,000 I 
(5) HK$11,001 至$13,000 I 
(6) HK$13,001 至$15,000 丨 
—__ (7) HK$15,000 以上 I 
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